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Lets talk | urkey 


CERTAIN OCCASIONS 
Call for Something Special . . . 


THE CELLUGLOSS LINE 
Cellugloss Enamel C2S 
Cellugloss Cover C2S 
Cellugloss Litho C1S 


In printing, too, there are occasions which call for something special . . . 
Occasions which call for unusually fine artwork, plates and typography — 
for something special in a fine paper. 


St. Regis Cellugloss was specially created for fine reproduction. It has a plasticized 
surface of uniform density which permits each dot of heavy as well as light tone 
value to print cleanly with a minimum of lateral absorption. 


St. Regis Cellugloss has high brightness and good color—it lies flat and holds 
register—feeds freely before and after going through the press. Cellugloss, a dual 
purpose paper for either letterpress or offset, is outstanding for one or multi-color work 
When next you have an occasion which calls for something special—specify St. Regis 
Cellugloss Enamel, outstanding amongst fine papers for fine printing. 


Sales Subsidiary of St. Regis Paper Company 
S | > EG ; S 230 Park Avenue, New York 17, N. Y. 
* 230 N. Michigan Avenue, Chicago |], Ill. 


218 Martin Brown Bldg., Louisville 2, Ky. 


SALES CORPORATION 
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lf You're in the Ad Business 
to Make Money . . . 


(and who isn’t) it will pay you BIG 


DIVIDENDS to have your personal copy 
of Advertising Requirements each month. 


Read it promptly ... clip it... file it— 
it’s yours and yours alone to make the 


most of the best ideas in advertising pro- 
duction, promotion and merchandising. 
To enter 
your subscription 


Mail This Card 
TODAY 


NEW Subscription Order F Form 


lease enter immediately my sabatiadiions to 


)VERTISING REQUIREMENTS for 


2 years (24 issues) at $5.00 


1 year (12 issues) at $3.00 
| Payment enclosed [] Bill my firm [] Bill me 


se 
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Next Month in AR 


Sylvania on the Warpath 


A three-phase campaign introduced Sylvania’s 1954 TV and radi 


sets to distributors, dealers and customers. 


Reaching Dealers via TV 


Sunset Oil Co. made history with a television program designed t 
introduce a new product to dealers. The TV sales meeting establishe 
a format which may well set a pattern for future use of video as 

promotion tool. 


How Match Books Help Sell Products 


A chemical manufacturer has learned that the use of book matche 
can play an important part in the advertising program. 


Planning Music for Your Film 


A music expert outlines the basic considerations for planning musica 
backgrounds for business movies and TV films. 


How to Win Overseas Customers 
Through Direct Mail 


Direct mail plays an important role in reaching foreign markets . . 
but the pitfalls are many. This article presents a guide for more effe 
tive use of overseas mail. 


General Foods’ Off-The-Shelf Displays 


The company has developed a variety of unusual displays geared t 
get packages off the shelf and onto the floor — giving them greate 
display effectiveness and more immediate consumer appeal. 


FIRST CLASS 


Permit No. $5 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 
—POSTAGE WILL BE PAID BY— 
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Never begrudge a 


eravure advertisement 
its Sunday sult... 


1953 


Many able men contribute to the 
advertisements prepared for gravure 
production. Copywriter, art director. 
artist, photographer, typographer, and 
production men give the best of their 
art, skill, judgment and experience. 
Whether the reproduction quality of 
the advertisements in print measures 
up to the care and effort these men 
have given depends to a great extent 
on your choice of gravure processor. 

To get quality finished positives, 
find yourself a shop where the men 
who do your work—photo-engravers, 
retouchers, etchers, finishers are 
both skilled and dedicated to their jobs. 
Andat Intaglio, more than atany other 


gravure production company we know, 
a ° 


consistent quality is the constant aim 
of all the people who work here. 

The results speak for themselves 
...can be readily seen in the pages of 
leading magazines where Intaglio-made 
gravure advertisements distinctively 


reward their creators’ efforts. 


Leapine production men and art 
directors rely on Intaglio to process 
their gravure exposures—both color 
and monotone. With three hundred 
skilled craftsmen, on three shifts, in 
three ideally located plants... Intaglio 
provides consistent high quality with 
economy... has done so for seventeen 
years of pioneer leadership. 


Qur six offices are at your service. 


Intaglio SELVICE corPoRATION 


America’s First Gravure and Letterpress Servicers 


305 East 46th St., New York—731 Plymouth Court. Chicago 


1835 Lewis Tower Bldg., Philadelphia 


Intaglio-Cadillac, Inc.. 4240-l4th Ave.. Detroit 


200 Kearny St., San Francisco—1932 Hyperion Ave., Los Angeles 





Unruttled 


Man 


My name’s Monday—first name’s Joe. I was on a 
case. The guy looked suspicious. He was an adver- 
tising agency production man and he had a smile 
from ear to ear. That didn’t look right. I asked him 
“How come you're so happy—just want to get the 
facts sir.” He looked at me. “Why not” he answers, 
“I just turned over my art and mechanicals, including 
re-scales, to International Color Gravure. That cleans 
up all my roto schedules—closing dates are in the bag. 
Why shouldn’t I be happy?” He had me—I decided 
to get out of there. He made the 5:15 for home. 

If you have a roto job Monday or any other day 
of the week you can be just as care-free if you call 
in International Color Gravure. And you'll be home 
in time for dinner. 


39 West 60th St., New York 23, N.Y. ee : 6 Telephone Circle 5-8750 6) 


PHILADELPHiIA—Widener Building LOS ANGELES—122 Glendale Boulevard 


Rittenhouse 6-2161 Phone. MAdison 6-4601 


SUPERTONE, INC. 


408 Lexington Ave., New York 17, N.Y. Telephone Plaza 3-9468 
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JUST BETWEEN US 


Does Your Supplier Deserve an Orchid? 


Readers of Advertising Requirements have shown considerable 
interest in pinning orchids upon the manly breasts of their favorite 
suppliers. Their nomination of these important cogs in the wheels of 
industry has enabled AR to identify and distinguish the individuals 


and companies which are rendering service over and beyond the call 
of duty. 


Perhaps some readers and even some suppliers who have received 
orchids in the form of certificates from Advertising Requirements may 
wonder why companies rendering a commercial service, for which they 
presumably are well paid, should be singled out for such distinc- 
tion. But we believe that most people who stop to think for a moment 
will agree that there is more to good service in the production of 
advertising materials than technical know-how and modern equipment. 


Something of the soul and spirit goes into the accomplishment 
of every job which makes a call on the knowledge and craftsmanship of 
workers. The difference between a great artist, whose work hangs in 
the Louvre, and that of the man who never succeeds in winning profes- 
sional recognition, is not in the brushes and paints with which he 
works—it is in the creative spirit he puts into his production. 


Because dealings in the advertising business, perhaps to a 
greater degree than elsewhere, are based on something more than an 
exchange of dollars, and because creativeness is needed in all phases 
of advertising production, promotion and merchandising, we hope more 
advertising buyers will give that merited accolade to the friendly 
supplier who has done more than he was paid to do! 


G. D. Crain, Jr. 
Publisher 


November 1953 
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personal supervision . 


Careful Cylinder Etching for 
national advertising or com- 
mercial printing. 


Constant control of all proces- 
sesassuresour clients of the fi- 
nest work to exact requirements. 


* 


Our facilities for advertising 
agency servicing include 
proofing . . . four-step process 
by the finest craftsmen. 


Illustrated is a cylinder press 
for commercial proofing in 
mono-color and multiple 
colors. 


* 


We also service many national 
advertisers with printing of 
pre-prints. 


write today for new brochure on better 
gravure service, no cost no obligation. 


1501 WEST CONGRESS STREET * CHICAGO 7, ILLINOIS o CHESAPEAKE 3-1377 
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The Oil-Heat Institute Gives Dealers a 
Complete Ad Kit 
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plan your booklets 
to these specifications 
and save money 


If you have booklets, house organs, 
| catalogs or other publications to print 
| in quantity, you can save money by 
| designing them to about the sizes 
shown above ... and then let Maher 
print them by quality letterpress. 
At Maher, fast, two-color presses of 
the latest type print your entire book- 
let on a single sheet of paper 
beautifully. 
Ingenious automatic equipment folds 
the sheets to size, stitches them neatly, 
trims them precisely and counts out 
the booklets at superhuman speed. 
The result? Sharp, clean letterpress 
printing at a price that competes 
favorably with cheaper, less effective 
methods of reproduction. 


let us prove it! 


Send us a dummy or the specifications for 
a proposed two-color booklet to be printed 
in quantities of about 100,000 copies and 
let us show you without obligation the ad- 
vantages and economies that can be yours. 


PRINTING COMPANY 
2001 Calumet Ave. - Chicago 16, Il. - Phone: Victory 2-0300 


If it’s printed by letterpress it's good . . . 
if it’s printed by Maher it’s better 
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The NEWEST 
and BEST in all 
ADVERTISING 
Materials and 


Services 
will be found at the 2nd 


| 
ADVERTISING 
ESSENTIALS 
SHOW | 

Grand Ballroom and ' 
adjacent Ballrooms atop 


HOTEL BILTMORE, N.Y.C. 


NOVEMBER 16th, 
17th and 18th 


Write now for Exhibitor 
information or Guest tickets 


ADVERTISING 
TRADES INSTITUTE INC. 
Suite A-519, 270 Park Ave., N. Y. 


MU 8-0091 
THOMAS 8B. NOBLE, Chairman 
6,100 Buyers attended Ist Show! 


eee ee 


YOU'LL SELL MORE, 


with an 


at your Expositions, Trade 
Shows, Sales Meetings, ete. 
Send for Free Folder. 
/IVEL CORPORATION 


96-20 43 Ave., Corona 68, N.Y.C. ' 


me 2 ” 


READERS WRITE 


Saving Stamps 


e Your recent September issue giv- 
ing a very good report on the stamp 
company operation is an excellent 
one. I believe such an article will be 
helpful to many manufacturers and 
salesmen in learning a little bit 
about this unusual phase of mer- 
chandising. 

HuntTER MICHAELS 

Hunter Michaels Co., Dallas 


A Reader's Beel 


e Being an editor myself, I am 
usually tolerant of the occasional 
inaccuracies of fellow editors. But 
I can’t resist calling your attention 
to a most obvious error in your 
article, “How to Use Stock Photos” 
(Sept. AR, page 49). The picture on 
the upper right is certainly “Cheese- 
cake.” The one in the lower left is 
not “Cows.” Somebody gave you a 
bum steer. 

L. O. GrEEN 

Editorial Director, Wilson & Co.., 

Chicago 


“Specimens” 


e I am very interested in obtaining 
an edition of the book “Specimens” 
which your magazine wrote about 
(Oct. AR, page 60). I certainly 
would appreciate it if you would in- 
form me of how or where I may 
purchase it, and how much it would 
cost. 

WILLIAM E. SpROAT 

Vice President & Art Director, 

J. R. Pershall Co., Chicago 
AR has received numerous inquiries 
regarding “Specimens,” a_ book 
showing samples of fine printing 
papers. Because only 5,000 copies of 
the book have been published by 
Stevens-Nelson Paper Corp. (New 








York), it is available for only limited 
distribution. We asked George A. 
Nelson, Jr., who supervised the pro- 
duction of the book, to explain its 
availability. .. . Ed. 


e ... Five thousand copies are cer- 
tainly not enough to allow a copy 
for every agency in the country. I 
suggest, therefore, that any agency 
which specializes in direct mail, or 
in preparing things like anniversary 
booklets and other small items 
where luxury printing would be ap- 
propriate, emphasize their special- 
ization when writing either to us or 
to our distributors for a book. Other 
agencies, who concentrate more on 
space and time buying and who 
would have less use for our catalog, 
will always be able to have access 
to it, when needed, through art 
schools, art directors’ clubs, muse- 
ums, and similar institutions in their 
localities. We will try to distribute 
the books according to this general! 
line of reasoning, and if agencies, 
schools, clubs, etc. cooperate with 
us, it should be possible for every- 
body to be able to get his hands on 
a copy as often as he wants it, in 
spite of the relatively limited edition 
Georce A. NELSON, JR. 
Stevens-Nelson Paper Corp.. 
New York 


Orchids for Suppliers 


e Thank you for the “Orchid.” We 
are glad and proud to accept it on 
behalf of all our employes. 

May we take this opportunity to 
commend you for your thought and 
action in focusing the attention of 
the public on advertising suppliers 

It is gratifying to us, as photoen- 
gravers, to learn that an organiza- 
tion such as yours appreciates our 
part in the advertising field, and 
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takes the time to make a survey, 
such as you did, and not only to 
compile a reference for users, but 
to notify those whom you found 
worthy to include in your listing. 
Davin KNAPP 
President, Knapp Engraving Co. 
Inc., New York 


Orchids for AR 


@ It is a little late to be telling you 
this but I am only just now getting 
around to commenting on AR. It 
looks like a good job and I have 
been hearing some nice things 
about it. 

KEITH J. FANSHIER 

Editor & Publisher, The Oil Daily, 

Chicago 


e Usually I am rather skeptical of 
magazine claims of reader pulling 
power, but I am delighted to report 
that we are tremendously pleased 
with the inquiries we have received 
as a result of the descriptive item in 
your September issue. 

It is very seldom that I send or- 
chids to a magazine, but I think you 
and your entire staff deserve plaudits 
of the entire publishing field. 

Rautpx W. Poo te, Jr. 

Advg. & Sales Promotion Mer.. 
Forbes Lithograph Mfg. Co., Bos- 
ton. 


@ May I compliment you on the fine 
discussion of 3-D which appeared in 
your Sept. issue? AR is doing a fine 
job, and I wish you every success. 
ELVERTON B. STarK 
General Mgr., Miller Freeman 
Publications, San Francisco 


e We are very pleased with your 
magazine and find it to be of a great 
deal of help in the development of 
our association program ... Keep up 
the good work. 

Rosert L. MApDERIA 

Exec. Secy., National Frozen 
Food Locker Institute, Eliza- 
bethtown, Pa. 


MALDE 


Spirit! 


Civic Promotion 





esse) 


@ We've been interested in what 
you've had to say about using post- 
mark ads as a medium for civic pro- 
motion. .. . We thought you might 
be interested in seeing ours, which 
plugs both our city and our firm 
(see cut). 

H. T. LAWRENCE 

General Mgr., Spir-It Inc., Mal- 

den, Mass. 
1953 


November, 





Big Money Goes 
into Catalogs— 


Be Sure You Get 
Big Returns 


According to one authoritative esti- 
mate, American industry last year 
spent nearly $113,000,000 on catalogs 
about 15% of the total for all in- 
dustrial advertising. If your own 
catalog represents major expense, 
hard-headed sales sense dictates that 
you make it justify its cost. One sure 
way is to put Heinn experience on 
your catalog job. Thousands of other 
executives have done so... with re- 
sults that prove the assertion: lowest 
operational cost per unit per year. 





RW 


MARIWE HARDWARE 


4.$. GETTY « CO.,\* 
Peroere ctr ae 


INN 


E 
vee Originators of the Loose-Leaf System of Cataloging 


THE HEINN COMPANY 


306 W. Florida St., Milwaukee 4, Wis. PY This 
M Coupon 


[] Salesmen’s Binders 

_] Plastic Tab Indexes 
[-] Sales-Pacs 

_] Business Gifts as Goodwill Builders 


Information, please. 


] Catalog Covers 
[] Proposal Covers 
[] Easel Presentations ([_] Acetate Envelopes 
_} Sales and Instruction Manuals 


= 


} Salesmen's Carry-Cases 
[] Price and Parts Books 


NAGE. TITLE 
COMPANY 

ADDRESS 

CITY STATE 
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If every day seems dark 

7 and cloudy and you seem to 
have more than your share 

/ of problems—let us help 

f chase your gloom. We've 
made a business of helping 
busy production men and 
advertising executives; and 
whether you use one service, 
/ or all seven, you'll be 
pleased with 

the help and 

assistance you'll 

receive. Write or 

phone and let us tell 

you more. 


ART @ PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 

COLOR PROCESS 

LITHO PLATE SERVICE 


PONTIAC 


Cugraving and Cleclrolype Go 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 


HOw 


IT SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Duplicator Produces 
Low-Cost Publication 


One of the divisions of our com- 
pany wanted to produce a monthly 
house organ ... but with an ex- 
tremely limited budget. 

We found that the answer to this 
problem was right in our own 
offices. We are currently producing 
a 16-page house organ for the di- 
vision for under $50 per month. 

Most of the work is done on a 
Davidson office-type offset machine 
in our duplicating section. The cov- 
ers, however, are printed by a com- 
mercial printer in quantity to last a 
full year. Actually, only a two-color 
nameplate is printed in advance. 

Copy is typed by an electric type- 
writer and pasted up into page form 
and illustrated, whenever possible, 
by use of photos. When four 10x14” 
sheets have been printed (this is the 
maximum sheet size our Davidson 
will handle), they are collated to- 
gether and then stapled with a long- 
neck stapler and folded into a 16- 
page booklet. 


We even get added color into 
some issues by inserting a pre-print 
of one of our magazine ads in the 
center spread. We have a special 
rubber stamp with which we “print” 
the back side of the pre-print. It 
reads: “Advertising on the follow- 
ing page is an ad that will shortly 
appear in all the major farm publi- 
cations. .. .” 

One of the main features of this 
house organ is the reprinting of 
news items about the division which 
have appeared in various newspa- 
pers and magazines. They help to 
add variety to the format. 

Epwarp C. BERGELT 
Advertising Dept., Chas. Pfizer 
& Co. Inc., Brooklyn 


Lined Mailing Bag Used 
To Ship Sales Material 


One of the problems of any adver- 
tising department is to package and 
ship sales promotional aids and ad- 
vertising literature so that they reach 
field salesmen and customers in orig- 
inal condition. 

In the past, we had used “cut 
down” cartons and fold-over corru- 
gated mailers with somewhat disap- 
pointing results, as handling costs 
were high. One day a salesman of- 
fered us a heavy kraft paper en- 
velope bag which was lined with 
shredded paper. It was the type of 
bag normally used to keep ice cream 
from melting. We ordered a small 
quantity for use in mailing heating 
equipment catalogs and found that 
by stapling the end of the bag, we 
saved handling time and expense. 
We also found that the bag lining 
absorbed bumps when the mail bags 
are dropped and protected the sales 
promotion catalogs inside. The bags 
are made by Jiffy Mfg. Co. (Hill- 
side, N. J.) 

Who would have thought that a 
bag originally designed for food 
could prove to be an ideal mailer 
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Dar blue ribbons are ample proof that to Indiana’s 4-H Club 
boys and girls this 5e6-peund pening Hereford steer is the standard 
of excellence. 





Wwe Lever Brothers produced these recipe booklets, the first 
requirement was a paper that would do justice to the superb design, 
typeset and illustration. To best meet this requirement, the Company 
chose Cico-FLex by Champion- International. 


Khe SY, tandard of 
Cre Mi lence 


IN COATED PAPERS 





The first essential in fine color repro- 
duction is a coated paper of exception- 

ally uniform brilliance, whiteness, and 
opacity, plus responsive affinity for inks. 
These you will find when you specify 
coated paper by Champion- International 
of Lawrence, Massachusetts — the standard 
of excellence. It identifies you as a man who 


knows paper. 


Quality Coated Papers by Champion-International: 
CICO-GLOSS 





CICO-GRAPH 
CICO-FLEX 


CICO-FOLD 
CICO-BRITE 





CICO-PRESS 
CICO-PRINT 


CICO-LITH 
CICO-OFFSET 
















CHAMPION -INTERNATIONAL 
of Suevence, Mussachwiuselts 


of Quality Coated Papers 





CO. 


Manufacturers 





This advertisement is printed Letterpress on Cico-Flex — 80 Ib. blue white. 


MERIT recommends 


VACUUM 
FORMING 


because: 
* itis inexpensive to produce 


* it can be mass-produced in 
quantities quickly 


it can be tied-in with 
other display materials 


it provides new dimensions in display ‘SeeGrt’ 
nop a a8 


UPN 


a 


Recognizing the possibilities in vacuum forming, particularly 
when combined with other display materials*, three alert 
merchandisers have gone to market with Merit Displays. 


Each of the displays shown represents a combination of dis- 
play building “‘know-how’’. Seymour Smith nests 2 pruning 
shears in a merchandising display package of molded trans- 
parent acetate butyrate and cardboard. Krueger simulates 
a glass of beer on a pressure-sensitive backed red foil. 
Kreisler comes up with a complete vacuum formed styron 
display, silk screened in full color and easeled. All phases 


of fabrication of the displays were handled at Merit’s ver- 
satile plant. 


Why not put vacuum forming and Merit’s creative capacity to 
work for your point-of-sale aids? Write or call. 


* Also printing, silk-screening, mounting, finishing, die-cutting, 
fabric covering and a very complete woodworking division 
...all in our own plant under our own control. 


MERIT Diéselays 


120 EAST 16th STREET, NEW YORK 3, N. Y. 
GRamercy 5-2800 





for catalogs and books? Later on, 
we discovered that the Government 
Printing Office uses a similar bag to 
mail books and pamphlets. 
W. B. JOHNSON 
Sales Promotion Mgr., Norge 
Heat Division, Borg-Warner 
Corp., Kalamazoo, Mich. 


( 


Ordinary Light Bulb 
Shows Product Change 


We were faced with the problem 
of creating a display for a client, J. 
Marie Martin Co., which would con- 
tradict what the company had been 
claiming for many years. Martin 
had been manufacturing an asbestos 
insulated pad. In the process, they 
had educated a great many of their 
consumers to the superiority of as- 
bestos for heat protection. 

A new development in the field 
suddenly made all their arguments 
false. An aluminum manufacturer 
showed them that reflective insula- 
tion was much more effective than 
asbestos. So they changed their 
product, but with misgivings. How 
to give their dealers the same con- 
vincing argument they had previ- 
ously seen? How to avoid loss of 
confidence (cutting costs, untried 
gimmick, excuse for price rise—such 
opinions are common with dealers 
when a change is made) ? 

To duplicate the original demon- 
stration turned out to be expensive, 
delicate and confusing. But an or- 
dinary light bulb came to the rescue. 
A piece of the old pad was held in 
one hand; the new in the other. 
Pressed against the bare bulb, the 
difference in heat could be felt. More 
convincing — no suspicious instru- 
ments. More effective—the customer 
did it all himself. Cheaper—there 
was always a light bulb around. 

What we learned has since been 
applied to many sales and display 
problems. So often the homely, 
make-shift demonstration succeeds 
where an elegant one fails. Now we 
start looking that way first. 

FRED CHERRY 
M. E. Harlan Advertising, 
San Francisco 
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i . Pad é é The names below represent supplier 
for distinguished service AR 

é ecommen ed AR readers since 


lo the 


advertising profession 
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Artists Cummins Printing Co. Peerless Engraving Co. 

: et es Direct Mail Printing Co. Vanet Electronic Engraving Co. is 
eo pad ss - I ws The A. L. Garber Co. Walker Engraving Co. rhiladelphia 
Jack Olsen Chic 1 m8 James Gray Inc. New Y Washington Engraving Co. "! 
Clement Saila & Co. Ltd. Toron H.-G Litho Co. eee Y >Dr>> 

Mansir Printing Co. se 7 

»r?> Marbridge Printing Co. Creative Services 

Photo h McMullen Printing Co. Burnett & Logan 
or ae Parmalee Printers 

Fran Byrne Chicag Sayers Printing Co. >Dr> 
George Faraghan Philadelphia Displ 
Richard Newcomb St. Louis »r> ispiays 

>d> Calendar Manufacturers Kentheon Arts 
Motion Picture Producers Brown & Bigelow »d> 
Galbreath Productions Ft. Wayne >>> Others 


Louis W. Kellman Productions Philad 


Paper Supply Houses 


Ad-Print Screen Process Inc. 


>rm> 7 Va 
a Henry Lindenmeyr & Sons Best Envelope & Printing Co. 
J h B - c »Dd> Brodie Advertising Service 
oseph Brennian Co. Ph ; . 
Brownell Photo Lithographing P Engravers Commercial Matrix Co. 


Casey & Andrews 
Collins & Son, Inc. 
Colortone Press 


How About Your Favorite? 


Have your favorite advertising suppliers received an orchid? 
If not, you'll want to see that they are properly recognized in 
one of our next issues. Just send your recommendations to The 
Editor, Advertising Requirements, 200 East Illinois St. 


Name 
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Faithorn Corp. 
Horan Engraving Co. Inc. 
Lincoln Engravers Inc. 


, Chicago 


Williams & Meyer Co. 
L. A. Wortman Sales Promotion 


11, Ill. There’s no need to use any special form, but you may 
use the space provided below if you want to make the job 
easy. This is your opportunity to give public recognition to the 
suppliers who help solve your advertising problems. 


Category 








*From Kuehne Mfg. Company 
four-color, double-page adver- 
tisement appearing in 
House Beautiful. 


7th in a series of tributes to American Advertising 


Agency Agency Advertiser 
Art Director ; Production Mgr. i Fred Kuehne, Jr. 
Sam Portnoy Edward Galdikas Kuehne Mfg. Co. 
W.B. Doner & Co. W.B. Doner & Co. 
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QUALITY CONTROLLED 


; ®@ black & white 
COLOR PROCESS 


Q © color process 
Ee N GS { ~ AV | N CS a for letterpress 
© color offset 


reproduction 
Chicago's largest fine photoengraving plant... 


JAHN & OLLIER ENGRAVING COMPANY 


817 West Washington Blvd., Chicago 7 + MOnroe 6-7080 
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The Qil-Heat Institute Gives 


Dealers a Complete Ad Kit 


Everything from a short course in advertising to all of the materials neces- 


sary for a local campaign was wrapped up in a single package for dealers 


It’s often the hot breath of compe- 
tition that sparks an organization to 
new promotion and sales vigor. The 
oil-heat people, caught in a scramble 
with natural gas, coal and manufac- 
tured gas for the heating market, 
girded for combat by launching a 
program of marketing and advertis- 
ing aids for oil-heat dealers. 

Sponsored by the Oil-Heat Insti- 
tute of America (New York), “A 
Treasury of Advertising” was pro- 
duced by Shivell-Hall Co., special- 


ists in oil-heat advertising, sales pro- 
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motion and merchandising, to furnish 
the industry with a comprehensive, 
integrated sales promotion-advertis- 
ing program. 

Advertising is frequently one of 
the last thoughts of local heating 
dealers. Therefore, the kit not only 
had to present the actual advertising 
materials . . . but had to do a basic 
job of selling the dealer on advertis- 
ing, itself. The results present a good 
guide for other industries faced with 
a similar situation. 

Long before any plans were made 


as to actual pieces or literature to be 
included in the “Treasury,” a de- 
tailed survey was made to determine 
exactly what was wanted and needed 
by the dealers in the way of aids. 
The result is a portfolio overflowing 
with advertising ideas and materials 
which enable the average dealer, 
usually too busy with the day-to- 
day operation of his business, to be- 
come a specialist in sales promotion 
methods, with tools for increasing 
sales. 

> The “Treasury” is a plastic-bound, 
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heavy-cover portfolio with “pocket” 
pages to hold the various materials. 
The first seven pages of the portfolio 
are devoted to a “course” in oil-heat 
advertising. The section is headed, 
“How to Advertise Your Oil Heating 
Business.” It 


contains six basic 


pointers: 


1. Why Should You Advertise? 
The easiest and most effective way 
to reach more prospects is by adver- 
tising. Advertising keeps 
customers sold on you. 


present 


2. When Should You Advertise? 

In the oil heating business, the 
late spring, early summer and fall 
are best for heavy advertising. How- 
ever, a continuous program is es- 
sential to keep your name before the 
public 


3. Who Is Your Target in Advertis- 
ing? 

Your present customers are your 
best prospects for increased busi- 
ness, because you know they have 
already had need for your services. 
You can sell them more. Your pres- 
ent list can also provide leads to 
new prospects. Go after those people 
who heat by hand-fired methods. 
Aim your advertising at as specific 
a market as possible. 


4. What to Say in Your Advertising. 

Say it simply and powerfully and 
be sure your advertising makes a 
point. Make a specific point in each 
ad and appeal to the reader’s own 
self interest. Try to add news to your 
advertising. If you have a new serv- 
ice or a new product, or if you have 
better and quicker deliveries than 
your competitors, that’s news to your 
readers. 


\ 


W you hove difficelty sterting your burner ® 
YOUR TELEPHONE NUMBER 


YOUR NAME Of COMPANY © 
YOUR STREET ADDRESS & » ji 


Cellar Card ... This cellar card suggests 
that the consumer check seven points before 
calling the oil-heat serviceman. The card is 


part of the point of use materials the insti- 
tute offers dealers 
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5. Where to Advertise. 
Advertise locally, in your own 
trading area. Use: 
e Newspaper display advertising. 
e Classified advertising. 
@ Newspaper editorial publicity. 
Direct mail. 
Sales letters. 
Novelty enclosures. 
Self-mailers and business reply 
cards. 
Reprints of your ads. 
Radio and TV. 


Outdoor advertising. 


6. How Much Should You Spend on 
Your Advertising? 

Set aside a definite percentage of 
your sales for advertising. It should 
be a continuous all-year-round cam- 
paign. 


>’ The portfolio continues with a 
page devoted to discussing basic 
sales literature. A series of six fold- 
ers is enclosed in a pocket on the 
facing page. The dealer is advised 
to mail or hand the folders to pros- 
pects and is especially reminded to 
place them in the hands of present 
customers, since a large percentage 
of new business comes from leads 
from present customers. 

Three of the folders are sales 
talks on buying oil heating equip- 
ment and the other three promote 
the maintenance and other services 
offered by oil heating dealers. Each 
of the folders designed to sell oil 
heat itself includes a chart compar- 
ing oil heat with two other types of 
heat—emphasizing that oil heat is 
the only heat to give the consumer 
“all nine” advantages. 


> The folders selling oil heat are: 
1. “Enjoy Modern Oil Heat—Amer- 
ica’s Best Automatic Buy,” a four- 
page 314x6” leaflet which empha- 
sizes the economy angle of oil heat- 
ing. It includes the camparison chart. 
2. “Why You Should Insist on Mod- 
ern Oil Heat in Your New Home.” 
This 334x9” four-page folder again 
extols the advantages of oil heating 
and repeats the comparison chart. It 
is designed to meet gas competition 
in areas where oil has a price advan- 
tage over gas and is particularly 
slanted to the new home market. 

3. “Don’t Take Less in Your New 
Home” is a 342x6” folder which is 
designed for use in areas where oil 
does not have a cost advantage over 
gas. It too, is slanted at the new home 
market. 


> The three service folders are: 
1. “How We Make Warm Friends,” 
an eight-page leaflet which outlines 


in cartoon style how dealers install 
the best in oil heating equipment 
and then maintain the equipment 
with meticulous care. All the services 
offered by dealers are described and 
illustrated in this folder. 

2. “Cheap Service is No Service” is 
a folder designed to combat other 
service plans in highly competitive 
areas. 

3. “The Most Important Equipment 
in Your Home” is a 338x614” leaflet 
which again is designed to sell the 
consumer on the benefits of buying 
good oil burner service. It is aimed 
at aiding the dealer to build a profit- 
able service department. 

Though the dealer is not required 
to order any specific number of the 
folders, because of their wide adapt- 
ability, most dealers take three or 
four. 


> The “Treasury” continues with a 
series of four self-mailers. The dealer 
is advised that new oil burner custo- 
mers may be obtained either from 
names on lists that already exist or 
they can be compiled through a cold 
canvass type of sales promotion. The 
institute suggests how the dealer 
can build a mailing list by screening 
oil burner or building permits issued 
in his district and by keeping a file of 
prospects received in miscellaneous 
ways—preferably through salesmen. 
Another suggested use for the self- 
mailers is to have the salesmen drop 
them into mail boxes, covering a 
likely residential section of town and 
then follow up the mailers with 
personal calls. 

Three of the self-mailers are 3142x6” 

double postcards, the fourth is 344x 
815” double postcard. The larger 
mailing piece includes the compari- 
son chart. 
1. “Do You Have Money to Burn?” 
attracts the oil burner owner’s atten- 
tion with the catchy phrase and goes 
on to push the point that his burner 
may be wasting fuel. The attached 
business reply card, addressed to the 
dealer, requests the consumer to 
phone for an appointment for an in- 
spection of his heating plant. The 
mailer also has a humorous line 
drawing illustrating the title phrase. 
2. “Are You Wasting Fuel?” offers 
the home owner a $5-value “com- 
plete combustion analysis” of his 
heating plant for $1.50. It empha- 
sizes that often simple adjustments 
to the burners can provide the home 
owner with fuel savings. The at- 
tached business card again requests 
the consumer to phone the dealer 
for an appointment. 


3. “The Unhappy Grasshopper and 
.’ is the title of the third card— 
illustrated with a humorous drawing 
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of a grasshopper. Inside the title con- 
tinues with the “happy ant” and tells 
the fable of the grasshopper who 
played all summer and the indus- 
trious ant who worked in preparation 
for the winter ahead. The consumer 
is asked to return the card to procure 
information on what automatic oil 
heat would cost for his home. 


4. “Be Sure You Get All 9” is the 
fourth and largest mailer which re- 
peats the comparison chart, empha- 
sizing the nine advantages of oil heat. 
The business reply card offers addi- 
tional information. 


> “How to Sell Your Service Con- 
tracts” is the next section in the sales 
“Treasury.” Dealers are told that 
customers will buy service contracts 
when they are convinced that they 
will receive real benefits. The pocket 
in this section contains five 334x9” 
folders. The dealer is asked to se- 
lect the folder best adapted to his 
business, with the suggestion that he 
mail it alone or with a letter. The 
dealer is also told that when mailing, 
a simple business reply card, which 
the local printer can produce, should 
be enclosed. The card should contain 
a statement in which the customer 
authorizes service. 


The five service contract folders 
are: 

1. “It’s Cheaper to Keep in Condi- 
tion” is a four-page two-color fold- 
er, illustrated with a drawing of a 
“strong man.” Inside are 17 points 
which the serviceman checks, in- 
cluding overhaul, cleaning, checkup 
and adjustment, as his service. 

2. “How Guaranteed Service Pro- 
tects’ emphasizes the need for the 
home owner to have his oil burner 
conditioned and adjusted at least 
once a year. It explains how emer- 
gency attention can be arranged at 
any time of the year. The 17 services 
offered by the dealer are listed. 

3. “Your Choice of Two Certified 
Oil Burner Service Plans” offers the 
consumer two different plans for 
having his oil burner checked and 
conditioned. This folder also lists the 
17 services. 

4. “Your Choice of Three Certified 
Oil Burner Services” is similar to 
the above folder except that it in- 
cludes an additional plan. 

5. “The Security Service Plan for 
Better Oil Heating” covers just the 
maintenance service. 

The folders are “personalized” for 
each dealer. The dealer is asked to 
state the price charged for each type 
of service so that this may be in- 
cluded in the folder of his choice. 
Any parts which he offers should 
also be listed. 
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Literature ... The oil-heat ‘Treasury 


‘eleva 


provided dealers with an array of colorful sales 


pieces—folders describing the various services offered by the dealer, folders listing the ad- 
vantages of using oil-heat and a variety of direct mail cards. The portfolio also gave the 
dealer suggestions on how and why to advertise. 


>The Oil-Heat Institute also 
worked out plans for budget selling 
and offers guides to the dealers on 
selling the plans. The institute out- 
lines six reasons why it is profitable 
to sell customers on paying for oil 
by budget plan: 

e It will help obtain working capital, 
and without paying any interest to 
get it. 

It will help improve collections. 

It will help hold present customers. 
It will help get new customers. 

It will remove objections to sum- 
mer fill-ups and degree-day de- 
liveries. 

It will prevent hurry calls for 
small, unprofitable deliveries. 


> The pocket on the facing page con- 
tains aids for the dealer to sell his 
budget plan. When the dealer de- 
cides what type plan he wants, he 
mails his selection to the institute 
with a letter stating the time period 
of the plan and any other necessary 
information to be included in the 


folder. The pocket contains three 
334x9” folders and two sample cou- 
pon books. The folders include: 


1. “No More Peak Fuel Bills with 
Our Spread-the-Payments Club” 
explains the basic monthly payment 
plan. It is illustrated with several 
cartoon style drawings. 


2. “Does Your Temperature Rise 
When the Thermometer Goes Down” 
is basically the same as the first 
folder except that it includes space 
for the dealer to estimate the home 
owner's heating 
the coming year. 


requirements for 


3. “Triple-Protection Heating” to 
show the consumer how he can be 
protected from large oil bills, emer- 
gency service charges and high re- 
placement costs. This folder outlines 
a budget plan which includes cost 
of oil for the season as well as main- 
tenance and part replacement. Space 
is provided for the dealer to estimate 
the cost of this complete service and 
figure the monthly payments 





Calendar... A handsome full-color cal- 


endar for dealers to give to customers is 
inother item in the portfolio. 


> Newspaper, radio, TV and out- 
door media materials are contained 
in another pocket in the “Treasury.” 
They include: 

1. A sheet of 25 spot illustrations 
with suggested captions for use in 
newspaper advertising. Each of these 
is available in mat form from the 
institute at 25¢ each. 

2. Sixteen spot radio and TV com- 
mercials of varying lengths. 

3. Bumper strips for trucks. There 
are two strips offered at $1 each— 
one with orange letters on a blue 
background and the other with 
orange letters and brown back- 
ground. The strips use the slogans 
“Oil Heat—Best and Cheapest” and 
“You Can’t Beat Oil-Heat.” 

4. Four outdoor advertising signs in 
different designs. The institute sug- 
gests that the designs could be exe- 
cuted by the local sign painter. 


> Three examples of point of use 
materials are provided, including: 

1. A 1954 calendar. Each month has 
an attractive Kodachrome of a sea- 
sonal scene. At the bottom of each 
month are sales messages. 


2. A cellotape sticker for the cus- 
tomer’s oil burner which gives the 
dealer’s name, address and phone 
number. 

3. Acellar card which suggests that 
the consumer check seven points be- 
fore calling a service man. The insti- 
tute recommends that the dealer 
mail or have his salesmen distribute 
these cards to all of his customers. 


> Additional miscellaneous materials 
to help the dealer contained in the 
final pocket of the portfolio are: 


1. A suggested fuel oil agreement— 
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one that is easy to understand, sim- 
ple to sign and send back. 


2. A “Thank You” mailer which 
acknowledges the patronage of the 
customer and includes a report card 
so that the customer may grade the 
service in A, B, C and D markings. 


3. A service follow-up card which 
expresses regret for recent oil burner 
trouble plus a return postcard re- 
questing a report on whether the 
call was handled promptly and cour- 
teously, and whether the burner is 
now running satisfactorily again. 


4. A choice of either a five or ten- 
inch decal reading “Member OHI 
Oil-Heat Institute” for use on trucks 
and in offices. 


> The last page of the “Treasury” 
gives specific instructions for order- 
ing the advertising materials. Each 
item has a code number which also 
appears in the price list accompany- 
ing the brochure. 

Slightly over 2,000 copies of the 
“Treasury” have been sent to mem- 
bers of the Oil-Heat Institute. A 
spokesman for the institute com- 
mented that the response has been 
so good that a number of the printed 
pieces have been reordered. The 
portfolio has been so successful that 
it has brought requests from non- 
members for copies. The institute 
now offers it as an inducement to 
obtain new members. It is planned 
to add pieces to the “Treasury” from 
time to time to accommodate chang- 
ing conditions. At present, book 
match advertising is under con- 
sideration and this, and future pieces, 
will be announced to the member- 
ship by means of supplementary 
mailings. 

The total expenditure in produc- 
ing the “Treasury” portfolio was 
close to $50,000, the largest budget 
ever allotted to an “across the board” 
promotion of oil heat for dealers 
everywhere. Each member was billed 
$2.50 for the portfolio and it was 
sent with the option of return. F. S. 
Burroughs of the institute remarked 
that “surprisingly few returned it.” 
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a) Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are now 
available: 


101...Time and Cost Guide for Produc- 
ing TV Films 
by Lee Randon 
February, 1953 


-The Public's Preferences In Cal- 
endars 


February, 1953 25¢ 


.Display Package Builds Sales for 
Zymenol 

by Webster Kuswa 

March, 1953 25¢ 


.Need To Save Money? Why Not 
Try Cartoons in Your Advertising? 
by Sid Hix 

March, 1953 25¢ 
.Old Types Never Fade Away 

by Edward M. Diamant 

March, 1953 25¢ 


.The New Look in Advertising Spe- 
cialties 

by William E. Coffman 

March, 1953 25¢ 


.Do's & Don'ts for Television Com- 
mercials 

by Harry Wayne McMahan 
March, 1953 25¢ 


.55 Ulcer Reducers for Exhibitors 
April, 1953 25¢ 


.RCA Builds Dealer Prestige 
May, 1953 25¢ 


.Do's & Don'ts for Better Engravings 
June, 1953 25¢ 


.Three Dimensional Business Movies 
Become a Reality 
June, 1953 25¢ 


.How To Design Packages for Self- 
Service 

by Frank Gianninoto 

May, 1953 25¢ 


.How To Build A Press Kit 
by Phil Richman 
June, 1953 25¢ 


.Gadgets & Gimmicks Help Sell 
Plymouths 
July, 1953 25¢ 


.Unconscious Emotions Affect Im- 
pulse Buying 

by Lea & Tek Osborn 

July, 1953 25¢ 


..21 Ways To Aid Dealers with 
Point of Purchase Material 
July, 1953 25¢ 


.Rear Screen Projection Solves Carl- 
ing's TV Problem 
June, 1953 25¢ 


.Trading Stamps Build Repeat Busi- 
ness for Denver Merchants 

by Frank Lynn 

September, 1953 25¢ 


..How to Prepare Packages for Rack 
Merchandising 
by Arthur Weiss 
October, 1953 25¢ 


.How to Prepare Jingles for Radio 
Spots 
October, 1953 25¢ 


Reprints of editorial features are offered here 
as a special service to AR readers. Please send 
number and name of article with exact amount 
in coins, stamps, or check to: Reprint Editor, 
Advertising Requirements, 200 East Illinois St., 
Chicago 11, Ill. 


Sorry, we can't handle credit orders under 
$1. We'll be happy to bill you for larger sums. 
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Jim Tyler (rear), Arnold Roston (center) and Bob Schmidt (front) pose with an array of Mr. Plus gadgets, gifts and displays. 


“Meet Mr: Plus 


An animated plus sign serves as a jack-of-all-trades for the 
Mutual Broadcasting System. The sprightly character appears 
in a variety of roles in all of the network’s advertising. ® B® B® DB ® 
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@ By P. K. Thomajan 


“Mister Plus” has the distinction 
of being radio’s only animated trade- 
mark and is doing a great advertis- 
ing and selling job for the Mutual 
Broadcasting System in the course 
of his brief career. 

All companies aspire to acquire 
such a versatile symbol as Mister 
Plus which combines personality, 
flexibility and complete identifica- 
tion with the product. He’s regarded 
as precious property for he’s regis- 
tered, patented and copyrighted. 

This Mister Plus is a sprightly 
character—no dunce or dummy that 
has got to be pushed around like a 
prop. In fact, he seems to lend a 
hand in what might be done to fur- 
ther exploit his seemingly endless 
facets. Right from the start, he 
proved his originality by claiming 
a triple parentage, having been sired 
by Bob Schmid, Mutual VP, Arnold 
Roston, Mutual art director, and 
Jim Tyler, Mutual ad director. 


> This Mister Plus has put on a con- 
tinuous one-man advertising show 
in which he appears as‘ all kinds of 
characters, entertains, and plugs 
Mutual with an ever diverting in- 
genuity. Perhaps one of the reasons 
why the inspiration of Mister Plus 
gravitated to Mutual is that the net- 
work has always been noted for live- 
ly promotion ideas, especially those 
blessed with a light deft touch. 

In the past Mutual has issued such 
memorable promotions as “How Big 
Is A Rubber Band” where a colored 
rubber band was stretched on the 
cover between two hooked hands, 
thereby illustrating the elasticity of 
the Mutual network. Another was 
titled “Air-rithmetic” with a pencil 
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attached to the cover of the bro- 
chure. But the one that topped them 
all was a pop-up book, “From The 
Bottom Up,” which presented the 
story of Mutual’s rise to fame in a 
series of animated episodes accom- 
panied by descriptive jingles. 


> Up until November, 1949, official 
birthday of Mister Plus, Mutual had 
no single distinctive symbol it could 
call its own beyond the standard 
MBS microphone, which is quite 
usual in the business. Through all its 
promotion pieces since Mutual was 
formed, the most successful single 
point stressed was that Mutual was 
different from other networks—in a 
variety of basic respects, each of 
which meant benefit to advertisers. 

One day, Jim Tyler crystallized 
these thoughts into the potent 
phrase, “The Difference is Mutual.” 
Bob Schmid’s first reaction to this 
flash angle was that it seemed to 
spark something, however—a differ- 
ence in the truly mathematical sense 
represented a minus. And so, to rem- 
edy this objection, thinking was re- 
slanted in the terms of “Plus-Differ- 
ences.” 

Then, things really began to hap- 
pen! The phrase suggested a com- 
plete symbol consisting of a Plus 
character that would be synonymous 
with Mutual. The image was rough- 
ly drawn up with hands and legs 
added—topped by an_ animated 
microphone or the head. It really 
looked like something. All agreed 
that this was IT. Of course, it was 
only natural to christen this charac- 
ter “Mister Plus” and the name has 
stuck. 


> Since his inception, Mister Plus 
has undergone considerable evolu- 
tion in his make-up. At first, he was 
as rigid as any plus-sign. With con- 
tinued appearances, he has acquired 
more self-confidence, learned to use 


his hands and head. In fact, he has 
become quite an actor and to date 
has been cast in some 70 roles . 

thereby proving himself to be a 
real trouper. He has been a ball 
player, mountain climber, mailman, 
detective, chef, reporter, deep sea 
diver, blacksmith, baker, opera sing- 
er, cowboy, etc. In every role, he has 
the happy knack of using the partic- 
ular jargon of that trade, which 
packs a lot of punchy selling and 
also involves some nimble copy 
writing. Messrs. Schmid, Tyler & 
Roston have really put their champ 
through the paces and he has taken 
all the hurdles without a trip-up. 


> Here are some passages from 
Mister Plus ads, which illustrate this 
point: 

e Asa Tailor: “The smartest adver- 
tisers this season are tailoring their 
coverage to match their marketing 
patterns as snugly as they can. And 
the best-fitted suits in all network 
radio are those with the Mutual 
label.” 

@ As an Opera Star: “Radio’s most 
versatile voice, on any network, is 
bravo’d from family circle to par- 
terre box (and box office) as man’s 
best means of reaching folks and 
selling goods. And Mutual is the net- 
work which raises this voice in more 
markets than any other.” 

e As a Chef: “Connoisseurs agree 
that network radio surpasses every- 
thing else on the media menu—for 
appetizing appeal and for solid nu- 
trition, And for those who also rate 
it high on the price side of the 
card, we have some mouth-warming 
news....” 


> When Mister Plus makes his eye- 


catching appearances in double- 
spread business paper ads, he usual- 
ly steals the show. And he can be a 
real space cheater if he wants to— 
for he can appear as a 1” figure and 
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still proclaim Mutual with distinc- 
tion and power. 

There has been no hesitation on 
the part of Mutual in going the limit 
in building up Mister Plus. They 
have even made him into a man- 
size, 5x5’ version, a real personality 
Plus character. Built into his micro- 
phone-shaped head is a small speak- 
er connected with an off-stage mike, 
which enables Mister Plus to carry 
on the liveliest discussions without 
batting an eye. 

This Mister Plus travels in a spe- 
cial trunk when he tours the 
conventions, where he engages ce- 
lebrities in conversations that fre- 
quently make the front pages of 
local papers. He’s a dapper indi- 
vidual, for he has several changes 
of clothes, including a tailored tux- 
edo, complete to white gloves, opera 
hat, cape and cane. And since his 
head, hands, and lower body are al- 
most completely articulated, he can 
strike virtually any pose. 


> Another phase in the development 
of Mister Plus has been that of con- 
verting him into sculpture. He is 
made up in small scale models and 
photographed for each new role. 
The result for all this extra trouble 
is a stand-out effect. 

Exploitation-wise, Mister Plus has 
run the gamut of gimmicks—having 
been made up as bottle opener, door 
knocker, weathervane,  andirons, 
shoe-trees, and of all things—a 
hitching post. There seems to be no 
limit to the “3-D” forms he can 
take. 

Every Christmas presents a gala 
occasion to send Mister Plus in the 
form of a gift to some 500 important 
clients. These items usually rate 
preferred attention and win a per- 
manent place for themselves. One 
Christmas, he was cast as an ash 
tray, made up into a silver mailman 
standing on a marble base with his 
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pouch providing space for a pack of 
cigarets, 


> But the item that scored the big- 
gest hit was when his image was 
woven into a fancy pair of garters 
and suspenders in a color scheme 
of fireman red and gold. The re- 
sponse was immense. The enclosed 
gift card really wrapped up the 
package. It read: “In appreciation 
of your fiscal support in 1952, these 
are for your personal support in 
1953.” 

This Mister Plus is no home-office 
playboy —he’s a_ serious-minded, 
purposeful individual, who likes to 
get out into the field and follow 
through on the sales he incites by 
pointing out radio-advertised plus 
values in stores. And what a mer- 
chandising job he does! All station 
members of the Mutual network are 
provided with promotion parapher- 
nalia that is ready to set up and put 
into action 1-2-3. 


> One folder informs station repre- 
sentatives on the sales angle—ad- 
vising them how to proceed in lining 
up stores in the grocery, drug and 


Mr. Plus Gifts . . . These colorful gift items 
were sent to MBS clients. The silver ash tray 
had a marble base. The suspenders and gar- 
ters were red and gold. 


other fields in support of Mister 
Plus’ Plus-Value Product-of-the- 
Week Promotion. Each retail outlet 
is provided with a door decal to 
identify it as a Plus Value Store as- 
sociated with the local station, as 
well as the Mister Plus Product-of- 
the-Week display. 

The plan is flexible, for the local 
station may select a permanent 
group of stores, or it may work with 
different groups—chains, voluntary 
co-ops, independents—for periods of 
time on a rotating basis so that all 
outlets and customers in the area 
are covered. The local station se- 
lects the Product-of-the-Week to be 
showcased in stores by Mister Plus. 

This merchandising program is 
given air support by station per- 
sonalities and run-of-schedule an- 
nouncements, which follows largely 
along this copy theme: 


Next time you shop . . . Go to 
the store identified by the sym- 
bol of Mutual’s Mister Plus... 
Buy the Product-of-the-Week 
Mister Plus points out to you 
for real value plus. 


> Mister Plus display materials 





made up in sets and made available 
at a nominal cost. These include: 
e Mister Plus easel-backed 3’ high 
display equipped with tray for drug 
product and foot bin for grocery 
products. 
e Mister Plus window banners, 
shelf markers and drop-in ad mats. 
@ Mister Plus caps with space pro- 
vided for Plus-Value imprint. 

The Mister Plus stand-up display 
piece literally points out the radio- 
advertised Plus-Value-of-the-Week 


oo | 


fr mutual network of 560 affiliates 


High Man—tLow Man... A multiple 
Mr. Plus adds a colorful note to this unusual 
1114x392” mailing piece. The same illus- 
tration was also used for publication ads. 
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right at the point-of-sale, This fig- 
ure is designed to accompany a mass 
display of the Plus-Value in a 
bin or basket, near the cash register 
or other, high-traffic location in the 
store. 


> Button-holing this entire cam- 
paign is a smartly-packaged promo- 
tion kit blue-printing every step in 
the plan, providing the Mutual sta- 
tion and its participating clients 
with copy, art, and other materials 
needed to make a success of the 
campaign. 

This comes encased in a dramatic 
looking box which has four over- 
lapping flaps, which on unfolding 
form a big PLUS sign. On each flap 
there is printed catch-line copy ac- 
centing how Mister Plus can help 
the local station in making its area 
a Plusmarket and then there are 
listed the add-vantages of the pro- 
motion plan. Fitted inside the deep 
center section is a series of gradu- 
ated file folders detailing the seven 
steps in the program. 

As a result of these concentrated 
ideas, Mister Plus has become a real 
store personality, one that young 
and old look to as a friend and guide 
for tipping them off to worth while 
buys. Dealer enthusiasm has proven 
high for his promotion, for Mister 
Plus has really produced. 


> The plus-benefits of Mister Plus 
add up to an impressive total—as a 
result of which he rates as one of 
Mutual’s prime assets. No doubt he 
is carried on the network’s books 
for a tidy sum for his good will value 
is well nigh priceless. He has made 
a wide circle of friends and has been 
influential in rolling up network 
billing to all-time highs. 

Certainly, he has made a per- 
manent place for himself on the 
Mutual promotion staff and despite 
the fact that he has won numerous 
awards, he still wears the same size 
hat. Last but not least—Mister Plus 
is a supreme example of accentuate 
the positive and eliminate the nega- 
tive. 44 


World Publishes New 


College Dictionary 


An insight into the job of publish- 
ing an entirely new dictionary is 
presented in the announcement of 
World Publishing Co.’s (New York) 
Webster’s New World Dictionary. 
The new 1,760-page book has over 
142,000 entries—10,000 more than any 
American dictionary for desk use 
now available, according to the pub- 
lishers. 

The new college edition has over 


1,200 illustrations and spot-maps, 
with editions selling for $5 and $6. 
Each definition in the new dictionary 
has been completely redefined from 
a modern American viewpoint. 


World began laying plans for the 
new reference work 12 years ago. 
The sequence of production presents 
many interesting aspects: 


> First, editors began each defini- 
tion with a blank sheet of paper. On 
the basis of their own understanding, 
the first editors formulated tentative 
definitions. 


> Another group of editors then 
checked each entry for accuracy, 
fullness; other editors styled and 
polished and rewrote. 


> Etymologies and_ pronunciations 
were done separately by still another 
group. 


> Other editors then re-ordered the 
various meanings and senses of each 
work, and checking, smoothing, re- 
writing was done throughout the 
many stages of printed copy. 


The new dictionary should be espe- 
cially valuable for advertising copy- 
writers, since not only are definitions 
based on the most modern American 
usage, but pronunciations will be 
those used, with minor modifications, 
in everyday speech of 80°. of Amer- 
icans. This, the publishers point out, 
is a radical departure from the cus- 
tom of most dictionaries which re- 
tain the “platform” speech used by 
less than 10°% of the population. Pro- 
nunciation guides also include as 
many variants or colloquial pronun- 
ciations as space permits. 44 
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DECALS, 
INC., 


“Our research department has come up 
with a rather frightening idea . . . a decal 
bathing suit.”’ 
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CRAFIONE - YOU WIN! 


The lightning-fast way to use Ben-day! 248 individual patterns! Processed on 
adhesive-backed, thin gauge, matt-finish acetate for better, cleaner NON-GLARE 
reproduction. Perfect for quick-shading artwork for newspaper reproduction, direct 
mail pieces, posters, maps, graphs, technical drawings, silk-screen process work. 
Standard (black) .. . and reverse patterns (white). Just strip it on... burnish it 
down ...and you see striking effects in art... right at the start! FREE Craf-Tone 


pattern chart available at your Craftint dealer, or write direct. 


CRARIVRE - vou win: 


Alphabets ... Numerals ... Symbols... in all popular styles and type sizes! On 
transparent, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminates 
expensive typesetting and artwork lettering! Speeds copy preparation . . . saves 
money for artists, designers, draftsmen, map and chart makers, layout and pro- 
duction men! On matt-finish transparent sheets for better, cleaner, NON-GLARE 


reproduction! FREE pattern chart at your Craftint dealer, or write direct. 
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HOW TO 
MODELS 


By Susan Alice Trowbridge 
Creative Administrator 
John Robert Powers Model Agency 
New York 


Today a pretty face, beguiling 
smile or sleek feminine form sells 
everything from toothpaste to trac- 
tors, ginger ale to generators. An 
important contributing factor to the 
success of many an advertising man 
is his skill or good luck in discover- 
ing the “perfect” model to aid in 
putting across his sales message. It 
was just 30 years ago that John 
Robert Powers pioneered the first 
model agency. 

Let’s explore this glamorous pro- 
fession and learn how the model can 
be put to work to help sell virtually 
any product. When an advertising 
agency or ad manager plans a cam- 
paign with and for a client, long 
conferences are held and after much 
planning, the kind of photograph to 
be featured in any schedule is de- 
cided upon. Then, there are further 
discussions concerning the details of 
the photograph, its setting, its color- 
ing and its composition. And one day 
a model is booked and told to re- 
port quickly to the studio. She ar- 
rives, applies her camera makeup 
and, 99 times out of 100, is rushed 
into the camera focus after only the 
tersest of instructions. 


When a girl becomes a model she's typed—she's a c 
ated matron—-and there's a ‘type’ for almost ever 
are a few of John Robert Powers types."" Opposite 
Phyllis Walker, breeding and brain Nancy Gaggin, 
McQuire, teenager and pix 2nd row inice Miller 
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There’s a trick in picking the right model. An 
expert presents a few tips to make the job easier. 





> While a top model must necessar- 
ily be able to quickly grasp the whole 
point of the photograph and the at- 
mosphere it is to create, she should 
be adequately briefed on the selling 
thought she is to convey, or else val- 
uable and costly camera time will be 
wasted. The clever model is not only 
master of herself, but also knows al- 
most as much about the business as 
the manufacturer, producer, adver- 
tiser and photographer. She blends 
herself into the atmosphere sur- 
rounding the product so that her fa- 
cial expression, body posture and 


ute young thing or a sophisti- Linder, hia 
y advertising situation. Here g afr 
page, Ist row, left to right row, Sally 
3 next 
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entire appearance convey the mood 
the advertiser is attempting to cre- 
ate about his product. 

A good model is more than just a 
model. She must have a keen adver- 
tising sense, and have as much ar- 
tistic appreciation and ingenuity as 
the photographer or artist executing 
the picture. 

Many models are in constant de- 
mand because, on an assignment 
their suggestions for the presenta- 
tion of an idea are invaluable and 
often lend great inspiration to the 
art director and photographer. To be 
of any real value to the advertiser, 
the model first and foremost must 
have an instinctive ability to pose, 
to show herself off to the best ad- 
vantage, and to show the product off 
to the best advantage, too. She must 
not just have a “pretty face,” but 
must have something vital and ap- 
pealing behind that face. 


> After an advertising campaign is 
decided upon, the agency plans the 
layout and chooses a theme. The 
photographer studies the theme and 
often has a particular model in mind 
who he thinks will most effectively 
tell the ad’s story. If this is the case, 
the model agency is contacted and a 
date established for the job. How- 
ever, often he has just a vague idea 
of the kind of girl he thinks will fill 
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The artwork that reproduces 
texture and detail on any kind of 
paper by any printing process. 


Send us this ad clipped to your 
letterhead to receive our free 
portfolio of engravings on wood. 


SANDER ENGRAVING CO. 
542 S. Dearborn, Chicago 5, HA 7-2082 


The World’s Largest Makers 


of Engravings on Wood 


**How to Use 
PHOTOGRAPHY” 
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a. 
...- for Ad Men! 


Dozens of uses for photos, blowups, 
Translites, Eraso Prints, line copy 
blowups, and copy photography are 
illustrated in the new RCS Studios 
Price List. And, markets for your 
services are outlined with hints on 
how you can sell in this profitable 
field. Profit from RCS know-how 
and higher quality work. Send your 


coupon today for FREE copies for 
your staff! 


OD cientenninas 
Photo Price List to 
Name 


Company 


Address 


STUDIOS 
123 N. Wacker Drive 
a Chicago 6, Il. 








the bill. Again the model agency is 
contacted and the “type” described 
to the booking person. Pictures are 
submitted and there are personal 
auditions until they come upon the 
model that best shows off the prod- 
uct. 

When a model is properly intro- 
duced to the subject matter, she be- 
comes master of the situation and 
with a minimum of pointers from the 
art director and the photographer 
strikes a pose so eloquent that it 
tells the whole story in a gesture or 
single expression. Faster, better re- 
sults can always be obtained if a lit- 
tle more time is allowed prior to the 
photographic sitting, for the model 
to become acquainted with what is 
expected of her. 


> Generally speaking, there are three 
model types: 


1. Fashion ... These girls are gen- 
erally used by slick fashion publica- 
tions, but are often employed for 
prestige commercial photography 
when a prestige connotation is de- 
sired. Besides ready-to-wear, this 
type is excellent for perfume, cos- 
metics and jewelry. More and more 
there is a decided trend toward the 
high-fashion approach in such prod- 
ucts as automobiles, home furnish- 
ings, some cigaret advertising and 
other such diversified categories that 
emphasize fashion styling and de- 
sign. Here, the high-fashion model, 
with the emphasis on snob appeal, 
can be a most effective choice. 


2. Commercial . . . Many advertise- 
ments are designed to appeal to the 
home market and to illustrate these, 
girls with a natural, wholesome, 
healthy look are the most desirable. 
Food products, housewares, notions, 
appliances, pharmaceuticals and 
soaps are among the products em- 
ploying this type of model. 


3. Personality .. . The personality 
model, as the name indicates, is a 
girl with an appealing personality in 
addition to good looks. She is gen- 
erally used for the openings of 
conventions, in booths at shows and 
exhibits, on television to explain a 
product, for department store dem- 
onstrations, in window displays. She 
is selected for her poise of manner, 
for the fact that she can speak well 
and pleasantly and thus present the 
sales points of a product. 


>The impact of television and its 
undisputed importance as an adver- 
tising medium has created a demand 
for an entirely new kind of model. 
TV reaches into the home and in- 


vades the family circle in a more in- 
timate way than any other medium 
known. Therefore, the model em- 
ployed for television commercials 
must have a wholesome, sincere 
quality. 

Warmth and naturalness gain new 
importance when appealing to the 
home audience. In addition to her 
photogenic assets, a model must 
know how to demonstrate a product 
effectively. She must move grace- 
fully and project an inner glowing 
quality into the camera’s eye. Often 
she is employed for a speaking role 
as well as a visual one, in which case 
she must possess an actress’s talent 
for diction and voice-modulation. 

Many model agencies now have 
specialized departments for televi- 
sion assignments. Since many leading 
actresses have emerged from model 
ranks, it is not surprising that there 
are available many girls who possess 
special talents for TV commercial 
work. Among the well-known per- 
sonalities in the motion picture world 
who have been models are Dolores 
Costello, Norma Shearer, Rosalind 
Russell, Betty Furness, Faye Emer- 
son, Robin Chandler, Paulette God- 
dard, Lucille Ball and Mona Free- 
man. 


> TV rates are controlled by AFTRA 
(American Federation of Television 
and Radio Artists). They are based 
on program length, rehearsal time, 
viewing area and number of lines 
spoken. AFTRA also decrees that an 
agency charge be paid in addition to 
the model’s TV rate. For example, 
the current AFTRA rate for one-half 
hour local telecast, non-speaking 
role, including two hours of rehear- 
sal time is $47.50. To this must be 
added the model agency standard 
10% fee of $4.75, bringing the cost 
to the advertiser to $52.25. 

Filmed commercial rates vary ac- 
cording to classification and should 
be checked with station authorities. 


> One of the most valuable roles the 
model plays is in personal appear- 
ances. Apart from straight fashion 
shows, she is often used to drama- 
tize merchandise in a live presenta- 
tion to the public. Dealer and dis- 
tributor showings, conventions, pub- 
lic demonstrations of new lines or 
products, all can effectively sell an 
‘dea through the use of the model. 

General Motors, in its recent New 
York showing, used high-fashion 
models in specially designed gowns 
to dramatize the fashion aspects of 
their new automobile designs. Cos- 
metic companies frequently arrange 
to have a costumed model appear in 
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department stores to introduce a new 
beauty or fragrance product. 

Models are often called upon to 
serve as hostesses or guides in new 
plant or store openings. Some of our 
current “queens” of one industry or 
another are professional models. And 
even such staid, conservative organi- 
zations as banks are learning new 
ways to develop public interest by 
the use of the model. 


>No study on the use of models in 
advertising would be complete with- 
out rates. These figures are based on 
rates now current in the New York 
area. 

For illustrations, rates average be- 
tween $15 and $20 per hour. In many 
instances an advertiser seeks a 
“new” face and can afford to work 
with a less experienced model who 
has the proper photogenic qualities 
but is less well trained. In such 
cases, satisfactory results can be ob- 
tained with a $15 model. 

For the high-fashion model the 
average charge runs between $20 and 
$25 per hour. Twenty-five dollars is 
the average top fee, but there are a 
few models who, by virtue of the 
great demand for their services, com- 
mand as much as $35 and $40 per 
hour. On a rush job it is usually felt 
that the best model available is the 
best bet, since sure results are ob- 
tained in a minimum time. 

On publicity fashion photography 
where five or six sure-fire shots are 
wanted within an hour’s shooting 
time, a $25 experienced fashion mod- 
el is usually the best investment. 
However, if an hour or more can be 
spent in achieving one picture, a less 
experienced model with the just- 
right look is a smart choice. 

Editor's Note: A check showed 
that prices in Chicago are lower. An 
“A”-plus model (most experienced, 








“The client told him not to let anyone 
see the artwork until after it appears in 
print.” 
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most in demand) is available for 
$15 an hour; “A” model, $10 and a 
“B” model for $8 an hour. Prices in 
cities smaller than Chicago and New 
York are comparably lower. 

Most model agencies charge extra 
for lingerie and evening gown shots 
—the charges running from $3 for 
an evening gown shot to $10 for a 
sheer lingerie pose. This is a flat 
fee, however, and not an hourly 
charge. Models also can be hired 
by the day at rates (in Chicago) 
from $40 to $75. 

All models are booked on a one 
hour minimum fee. Thereafter, addi- 
tional time is pro-rated on a quarter 
hour basis. The model agency should 
always be advised as to the approxi- 
mate time extension of the booking 
so that conflicting commitments can 
be avoided in the event a job runs 
overtime. 44 


Desert Photos Utilized 
In Follow-up Campaign 


Last winter when newspapers and 
outdoor posters across the country 
were plugging Standard Oil’s “Oper- 
ation Icebox,” engineers and photog- 
raphers were already sweating out 
“Operation Blast Furnace.” 

The “Operation Icebox” campaign 
(May AR, page 65) dramatized 
Standard’s sub-zero outdoor tests of 
the winter qualities of Red Crown 
gasoline through a series of black and 
white photo advertisements. Mean- 
while a similar series on summer 
gasoline tests was already in the 
works. The result was a summer 
follow-up campaign which closely 
paralleled and extended the winter 
promotion. 


> Again a series of black and white 
photographs formed the basic ele- 
ment of full-page newspaper adver- 
tisements and 24-sheet posters. The 
summer tests were made last winter 
in the Mojave desert. At tempera- 
tures of 115°, engineers tested the 
summer blends of Red Crown. As in 
the “Operation Icebox” photos, the 
men wore special gear. Instead of 
fur parkas, heavy mittens and boots, 
however, in the desert scenes the 
men wore pith helmets and shorts 
and had water canteens strapped to 
their belts. The desert background, 
as the deep snow backgrounds in the 
winter shots produced the effect of 
extreme cold, helped to create the 
feeling of intense heat. Though the 
two promotions used the same basic 
idea — research tests —the contrast 
between the extreme cold and ex- 
treme heat produced a striking fol- 
low-up promotion. 

The newspaper ads in both cam- 
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BODONIE 


All the ‘‘heads'' and sample 


styles in this ad 


Sans-Se,i¢ by Varigraph 
Caslon (1 yEnglish 


any shope = any SIZ 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
Variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 
For complete information write Dept.160 


VARIGRAPH CO., INC. 


MADISON 1, WISCONSIN 
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UNDERWOOD & UNDERWOOD 


319 East 44 Street 646 North Michigan Ave. 
New York 17,N.Y. Chicago 11, Illinois 


Gentlemen: 


Please send me a copy of your new catalog, 
“Underwood Reserve Illustrations, Ninth Edition,’ 
showing a representative sampling from among 
thousands of new stock photographs now available. 
I enclose $1.00 to cover cost. 





te ee oe 


PAPER 





write for informative 
folder on how to cut costs 
with preseparated artwork 


port studios 


COMMERCIAL ARTISTS 
327 W. HURON ST., CHICAGO 10 
Phone SU perior 7-0595 


suburban and city coverage 


HAND LETTERING 


eo IN MINUTES 2/AT PENNIES PER WORD 


@ Hundreds of combinations and 
complete words 


@ Printed clear, sharp, block 
on clear acetote with adhesive back 


For FREE sample and brochure; Ask 


Lettering Corporation 
your ort supply dealer or write . . . 
131 West 45th St., Dept. B—New York 36, N.Y. 


Commercial Photography | 
Assignments —Anywhere !! | 


MILLIONS of News, Feature 
and Fashion STOCK PHOTOS 
PHOTOS FOR EVERY NEED 


WIDE WORLD PHOTOS INC. 


50 Rockefeller Plaza 
Plaza 7-1111 New York 20, N. Y. 
PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable 

Photo-Reporters provides effective way to ob- 

tain on-location photos, reports and releases 

for advertising, editorial and research purposes. 
For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


GIANT ENLARGEMENTS 


30x40 $3.25 40x60 $6.00 


SPOT-LITE STUDIOS 
455 West 45th Street, New York 36 


Circie 5-9085 


Decal Jobbers Profit from AR 


Morris Rabin, Sales Manager, 
Minute Man Decalcomania 
Co., writes, 

“Small space ads have pulled 
phenomenally . inquiries 
turned over to jobbers and 
substantial number of orders 
already written... great many 
large size orders now in proc- 
ess of being closed.” 


AR gets Reader Action 
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Standard Gasolines 


paigns utilized a series of black and 
white photos. In the winter promo- 
tion, blue dye-colored prints were 
used for the poster art. The natural 
choice for the summer series was 
red—set off with a touch of yellow. 


> The “Blast Furnace” photos were 
utilized to produce a series of ads 
and a variety of dealer materials. 


They included: 


1. “It’s Red Hot .. .”, a brochure to 
dealers announcing and explaining 
“Operation Blast Furnace.” The red 
color plus the yellow used in the 
poster art ran throughout the bro- 
chure. Illustrated were the news- 
paper ads that would run nationally 
and the posters. The brochure also 
mentioned TV commercials and of- 
fered ad mats for dealers’ local use. 


2. A series of full-page newspaper 
ads. The campaign opened Memorial 
Day weekend with an ad plugging 
the slogan “Desert Proved.” Later 
ads through the summer months 
emphasized the phrase, “No Vapor 
Lock.” The “No Vapor Lock” ads 
claimed that the desert tests of gaso- 
line had developed a Red Crown 
blend that would prevent vapor lock 
in summer driving. Each ad in the 
series used a different shot of the 
desert-conducted tests. 


3. A series of 24-sheet posters. The 
posters followed the same general 
theme as the ads. Red with a touch 
of yellow was added to the black and 
white photos for the posters. 


4. An envelope stuffer that utilized 
the same design as one of the posters. 
A desert background with a “whirl- 
ing” Red Crown insignia and the 
phrase, “Proven in Desert Heat,” was 
the cover design of the stuffer. The 
inside carried one of the desert pho- 
tos and an explanation of the tests 
in the Mojave. 44 


Print, Photo Prices 
Listed in Brochure 


Prices for photographs and quan- 
tity print orders are listed in a new 
folder put out by Major Photo Co. 
(Chicago). For quantity prints the 
prices range: six 5x7”, 17¢ each to 
1,000 at 5%¢ each; six 11x14”, 65¢ 
each to 16¢ each for 1,000. For post- 
card size photographs, the prices 
range from $20 for 500 to $25 per 
thousand for 10,000 and over. Blow- 
up prices range from $2 for one 
16x20” to $10.80 for one 40x60”. The 
folder also lists the firm’s original 
photography service. 

For your copy circle No. 1119 on the 


Reader's Service Card inside back cover 
New Precision Cutters 
Offered by Laukhuff 


Precision cutters that will cut a 
wide variety of materials including 
paper, heavy cardboard, mounting 
boards, film, leather, rubber, plastics, 
light gauge metals and textiles are 
being offered by Laukhuff Mfg. Corp. 
(Milwaukee). 

Built in 16, 20, 24, 30 and 36” sizes, 
the Laukhuff Universal cutters were 
developed for accurate shearing and 
cutting of many materials. The cut- 
ters have a steel frame and bed, 
self-honing apparatus, hardened and 
ground tool steel knife, steel meas- 
uring scale and self-adjusting rub- 
ber lined clamp. 

Details on the cutter are available 
from the company. 


our copy circle No. 1120 n the 
s Service Card inside back cover 


Hexagonal Dispenser .. . A new rub- 
ber cement dispenser, designed in a hexag- 
onal shape to prevent tipping and breakage, 
is being marketed by Haberule (Norwalk, 
Conn.). The company claims that the new 
dispenser has several other advantages: the 
Bakelite cap has no threading which keeps 
the cap from sticking; the oversized bristle 
brush holds more rubber cement; the brush 
will stand upright on tilted drawing boards 
and the brush will reach the rubber cement 
regardless of supply level. Additional in- 
formation is available from the company. 


For your 
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By Peg Miller 
AR Associate Editor 


The age of innocence in annual re- 
port design is over. Today reports are 
sophisticated works of art, graphi- 
cally presenting company finances 
and operational activities. 

Annual reports sport designs and 
techniques as advanced as the latest 
Frank Lloyd Wright blueprint. Stand 
the average annual report of 1943 
vintage next to its 53 counterpart 
and the result is as incongruous as 
setting a fringed lamp next to an 
Eames chair. 

Basically it is a big switch in ap- 
proach that gives the new reports 
their “contemporary” look. No long- 
er are the reports merely a statisti- 
cal presentation of profits and losses. 
Instead, they have taken on added 
importance as a public relations and 
advertising tool. 

The statistics are still there, but 
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are given new glamor by various 
production tricks. In addition there 
is frequently a variety of other 
features. 


> From such crude devices as print- 
ing a “humanized” shot of the chair- 
man of the board in golf attire, has 
sprung the vast array of excellent 
art, layout, photography, copy writ- 
ing and printing techniques that 
now glamorize reports. 

One of the basic reasons behind 
the shift in the approach of annual 
reports is the realization that they 
can perform a dual advertising job: 
1. They can serve as a selling tool 
for the company’s stock. 

2. They can help sell the company’s 
products to an audience composed of 
better than average prospects. 


> Of course, the growing interest 
in industrial public relations has 


ideas 


for more 
interesting 
annual 
reports 


played an important role in the 
change. The annual report is fre- 
quently a valuable opportunity to 
tell the complete story of the com- 
pany in most favorable terms. 

Once it was decided that annual 
reports should be a medium for ef- 
fectively telling the story of the 
company—showing how its products 
are manufactured, what kind of 
employes it has, how the company 
was improving products through re- 
search and what factors led to an 
increase or decline in profits for the 
year — four basic techniques were 
developed: 


The picture story format. 
Liberal use of color and full-color 
photographs. 

e Use of graphs, cartoons and line 
drawings to explain figures. 

@ Special devices such as integrat- 
ing a sample of the company’s 
product into the report. 
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>» Not all four techniques were em- 
ployed in every report, but these 
have been the basic ideas used to 
summarize company operations. By 
1950 several of these techniques 
were carried to extremes. Color and 
special effects were tossed about 
everywhere without regard to cost 
or effectiveness. It looked like there 
was a race on to see which company 
could present the biggest and splash- 
iest report. But, as was inevitable, 
there came a return to realization of 
practicalities and today most com- 
panies appear to have settled down 
to presenting their story as effec- 
tively as possible — utilizing color 
and special effects in a sane yet 
dramatic fashion. 

There is no question that use of 
photos, color, drawings and special 
devices have their places in any 
modern annual report. Indeed, they 
can be used with effectiveness that 
no amount of straight type matter 
and columns of figures can hope to 
achieve. But, if they are to serve 
their purpose — to help tell the story 
of the past year’s progress — they 
must be used with the same restraint 
which would apply to special devices 
which are only a secondary part of 
an advertisement. 


> A study of some of the latest an- 
nual reports yields many variations 
of the basic themes. Here is a check- 


list of how a variety of companies 
have attracted attention and told 
their stories: 


Picture Story Format 


1. A Canadian food store chain, Do- 
minion Stores Ltd., copied Life mag- 
azine’s format—complete to size, 
Life red on cover, etc. — it could be 
mistaken for a copy of that magazine. 
Inside, the same theme is carried out. 
In Life picture story style, a “typical” 
stockholder is taken through the 
stores, warehouses, etc. Photographs 
were all crisp black and whites with 
exception of cover. Life style type 
faces also were used. 

Before deciding to copy a specific 
magazine, it is essential to secure the 
publisher’s permission. 


2. “The Story of an Order” was 
Stone Container’s method of unfold- 
ing operational activities for stock- 
holders. In picture story style, an 
order for a corrugated shipping car- 
ton was followed through each de- 
partment at Stone. Again only black 
and white photos were used with a 
bright orange color block to liven 
each page. 


3. Employes of Chesapeake & Ohio 
Railroad were the central figures in 


its picture story report. On each page 
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were pictures of employes of one 
division—freight dispatchers, con- 
ductors, porters, flagmen, office and 
yard workers. Each told his role in 
the railroad’s operations and the total 
effect is a complete picture of the 
railroad’s workings for the year. 

4. Caterpillar Tractor built its pic- 
ture story around the theme “Cater- 
pillar machines move the earth.” A 
series of full-color photos showed 
Caterpillars at work around world. 
A different machine was shown do- 
ing a different job in a different part 
of the world in each photo. In this 
way all current models and what 
each was used for were presented. 
A full-color picture symbol map was 
included. 


Use of Color and Full-Color 
Photos 


5. The last page of a Greyhound 
Bus report unfolded like a travel 
folder. Full-color photos showing 
many of the famous tourist spots 
across the U. S. with a Greyhound 
Bus conspicuously in the foreground 
made up the “travel folder.” 


6. Five colors were used by one 
company to divide a simulated coin 
and show how the corporation’s dol- 
lar was spent. Stockholders could 
tell at a glance the percentages of 
money invested, taxes, paid out in 
dividends, etc. by examining the 
color separators on the drawing of 
a coin. 


7. Eastman Kodak used a number 
of full-color, full-page reproductions 
of Kodachromes in its 53 report. Re- 
prints of the photos were offered to 
stockholders in a note on the title 
page of the report. 


8. Duotones — yellow and black — 
of various wheat field scenes form 
the backgrounds for Sunshine Bis- 


‘*My job won't be done until tomorrow, 
eh? Mind if | wait?”’ 


cuit’s financial story. The duotones 
were full-page, bleed and some cov- 
ered two-page spreads. A copy block 
and a graph block were mortised 
into each page. Balance sheets on 
plain white paper were found on the 
last pages of the report. 


9. A number of companies’ 1953 re- 
ports were in two colors only and 
many of these used columns of color 
to separate columns of figures on a 
white page. Popular colors were the 
so-called “earth” colors — yellows, 
greens, blues, rusts — tinged with a 
touch of brown. 


10. A strip of color across the bot- 
tom of each page successfully added 
a note of continuity to another re- 
port. 


11. Several companies achieved un- 
usual effects with the use of two 
colors by overprinting one color on 
another — creating the appearance 
of three colors. 


12. Distillers Corp. uses the same 
cover each year but prints it in dif- 
ferent colors. 


13. Acme Steel’s 1952 sales dollar 
was shown by dividing a mock dollar 
bill, printed in yellow. The divisions 
were shown with white strips. 


14. A painting of timber covered 
mountains and a mountain goat was 
reproduced in full color on the cover 
of Weyerhaeuser Timber Co.’s 1952 
report. Inside similar wildlife studies 
in duotones decorated each page. 


Graphs, Cartoons, Line Drawings 
Used to Explain Finances 


15. A magazine format with “situa- 
tion” type cartoons by well known 
cartoonists sparked Girard Trust 
Corn Exchange Bank’s 1953 report. 
The bank is a four-time winner of 
Financial World’s awards for best 
reports. 


16. Cartoons in an American Type 
Founders report showed who gets 
how much of the company’s money 
for doing what. 


17. A series of six line drawings 
was used by Union Oil Co. to repre- 
sent the division of net profit. 


18. Increasingly larger cartoon fig- 
ures of Uncle Sam presented a pic- 
ture of how taxes grew over years 
in Champion Fibre & Paper Co.’s 
report. 


19. Dominion Stores inserted a 
broadside folder into one of its re- 
ports. Inside the first fold were seven 
line drawings representing expendi- 
ture of company income. When 
the broadside was fully opened, com- 


Advertising Requirements 


























Swatch Books Samples and de- 
scriptions of the basic grades of Rhine- 
lander Paper Co.'s (Rhinelander, Wis.) 
glassine, greaseproof and specialty papers 
are being offered in three attractive folders 
put out by the company. Each of the con- 
veniently sized booklets is designed to help 
the purchaser of functional packaging or 
specialty papers compare various grades 
and select the one closest to his needs. 
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plete balance sheets and auditors’ 
report were revealed. 














20. Graphs decorated nearly every 
page of Acme Steel’s latest report. 
They showed which department con- 
tributed the most volume of 
over a seven year period; income 
before and after taxes for the same 
period; earnings invested and ex- 
pended on building and equipment; 
growth of shareholders, and statis- 
tical data on earnings for a ten-year 
period. 

The majority of ’53 reports used 
some graphs to augment columns of 
figures. 


sales 





Special Devices 


21. Onionskin sheets inserted in 
the middle of each two-page spread 
in Girdler Corp.’s 1953 report not 
only provided an interesting contrast 
with the glossy opaque stock used 
for the body of the report, but served 
as indexes and introductory pages 
dividing the various sections. In sev- 
eral instances, the onionskin sheets 
contained copy to accompany photos 
printed on the adjoining body pages. 

Design on onionskin pages harmo- 
nized and complimented design on 
pages beneath it. A lot of white 
space was used on both glossy and 
onionskin. Two different shades of 
warm brown with black alternated 
on both glossy and onionskin pages. 


22. Several companies have used 
two or more different colored stocks 
to divide various sections of reports. 
One report, for example, used gray 
stock throughout except for the cen- 
ter spread which contained balance 
sheets — they were printed on white. 























23. Entire reports have been printed 
on graph paper. 
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favorable impressions. 


To increase the effectiveness of your business letters through the correct 
choice of paper and letterheads, Neenah offers you, free. The Psyc hy 
of Business Impression, which has been endorsed by thousands « 


promine nt executives. 
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: [-] The Psychology of Business Impres- 
sion, Letterhead Test Kit and Opin- 
ion Cards 


] The Facts about The Quality, a pic- 
torial guide to give you a better un- 
derstanding of fine business papers. 


SIGNATURE__ 


| NEENAH PAPER COMPANY, NEENAH, WISCONSIN AR 6 
ceneneeneneienenemenananananens 


Brown & Bigelow | Matching envelopes in all grades of Neenah rag content bonds. 


Even before the letter is read, the paper starts making 


NEENAH PAPER COMPANY 





Check the material you want, sign 
your name, and attach to your business letterhead 


In a business letter even 








Consider the subtle impressions 
you get from a letter before read- 
ing it. If it is typed on a fine rag 
content bond, it crackles like new 
money. It has that “important” 
feel typical of documents and 
certificates. 


Usually the letterhead will be 
sharply printed since most printers 
take extra care with rag content 
paper runs. The typed page will be 
neat—free from erasure smudges 
because the long interwoven cotton 


fibers take repeated erasings with- 
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used an art version of graph paper 
in red, gold, black and gray to form 
cover and as decorative background 
for many pages in its 53 report. 


24. A number of reports had figure 
sheets printed on glossy paper while 
the operational story was printed on 
non-slick stock. Reversal of the same 
procedure also has been used. 


25. Another idea is printing balance 
sheets on heavy bristol board and 
inserting them in the center of the 
report. 


26. Texas Co.’s golden anniversary 
report incorporated a gold foil cover 
with white deckle embossed overlay. 
Gold color was repeated on each 
page. 


27. Another report (Dominion 
Stores) also used the overlay idea. 
Title of the report, “Parable of the 
Three Peas,” plus a drawing of a 
dinner plate and place setting were 
printed on white ripple stock over- 
lay. The overlay had a triangular 
cut at the bottom. The cover, a brown 
and white duotone of a huge crowd 
of faces showed around the overlay 
edges. When the overlay was lifted, a 
copy line mortised in center of the 
duotone illustration read, “and how 
they fed a vast multitude.” The three 
peas idea was used to divide various 
sections of report. 


28. Reports to employes have been 
printed on newsprint with a series of 
cartoons, comic book style, used to 
explain figures. 


29. Plastic binding has been used 
successfully by many companies to 
give their reports a distinctive touch. 


30. A die-cut red and black “bat- 
tery” formed the cover of Burgess 
Battery’s 1953 report. Stone Con- 
tainer has used a die-cut box as the 
cover for its report. 


31. Laminated acetate covers add a 
special note of quality to a number 
of annual reports. Shellmar Products 
Corp., for example, used one of its 
own acetate products for covers. 


32. Die-cut windows on covers and 
inside have been used to dramatize 
the theme of “look” at the record 
or figures, etc. 


33. The majority of annual reports 
for a number of years have been 
84x11”. Variations in size are likely 
to attract attention. One company 
simply reversed its 82x11” dimen- 
sions every other year. 


34. Covers that extend a quarter to 
half an inch on all sides of the inside 
pages create a “dignified” portfolio 
effect for reports. 








LEADING MERCHANTS SELL 


VELVA-GLO* 


CANADA 
Vancouver Coast Paper Company 

J. G. Fraser, Ltd. 

George C. Henderson Company 

Clark Bros. & Co., Ltd. 

Kruger Paper Company, Ltd. 

Kruger Paper Company, Ltd. 


Winnipeg 
Montreal 
Quebec 
HAWAII 
Honolulu Bader's Display House 
WASHINGTON Zellerbach Paper Company 
UTAH Carpenter Paper Company 
Dixon & Company 
Zellerbach Paper Company 
TEXAS Carpenter Paper Company 
SOUTH DAKOTA John Leslie Paper Company 
RHODE ISLAND 
Providence Henry Lindenmeyr & Sons 


Storrs & Bement Company 
PENNSYLVANIA 
Philadelphia W. B. Killhour & Sons 
Joseph E. Podgor Company 
Cappy & Company 
Zellerbach Paper Company 


Carpenter Paper Company 


Pittsburgh 


Cincinnati Whitaker Paper Company 
Jay Products Company 
Cincinnati Cordage & Paper Co. 

Dayton Bert L. Daily, Inc. 

Cleveland Alling and Cory Company 
NORTH DAKOTA John Leslie Paper Company 
NORTH CAROLINA 

Charlotte 

Raleigh 
NEW YORK 

New York City Eagle Supply Company 


Henry Lindenmeyr & Sons 
NEW MEXICO Carpenter Paper Company 
NEW JERSEY 


Newark 


Charlotte Paper Company 
Raleigh Paper Company 


J. B. Card and Paper Company 
Charles Jessup Company 

Henry Lindenmeyr & Sons 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


NEVADA 


NEBRASKA 
MONTANA 


MISSOURI 
Kansas City Bermingham & Prosser Company 

Carpenter Paper Company 

Bermingham & Prosser Company 

Tobey Fine Papers, Inc. 

Carpenter Paper Company 

John Leslie Paper Company 


St. Louis 
MINNESOTA 


MICHIGAN 
Detroit Butler Paper Company 
LaSalle Sign & Artist Supply Co. 
Lewis Artist Supply 
Flint Flint Paint & Varnish Company 
Grand Rapids Quimby-Walstrom Paper Co 
MASSACHUSETTS 
Boston Henry Lindenmeyr & Sons 
Storrs & Bement Company 
Paper House of New England 
Storrs & Bement Company 
IOWA Carpenter Paper Company 
INDIANA 
Indianapolis 


ILLINOIS 
Chicago 


Springfield 
Worcester 


Century Paper Company 
C. P. Lesh Paper Company 


Chicago Paper Company 
Swigart Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


Macon Paper Company 

Savannah Atlantic Paper Company 
FLORIDA 

Jacksonville Jacksonville Paper Company 

Miami Everglade Paper Company 

Orlando Central Paper Company 

Tallahassee Capital Paper Company 

Tampa Tampa Paper Company 
WASHINGTON, D.C. R. P. Andrews Paper Company 
CONNECTICUT 


Hartford Henry Lindenmeyr & Sons 


Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


New Haven 
COLORADO 
CALIFORNIA 
ARIZONA 


ALABAMA 
Mobile Partin Paper Company 


RADIANT COLOR CO. 


Dept. R11 830 Isabella St. © Oakland 7, Calif. 


Manufacturers of VELVA-GLO Fluorescent Pa- 
pers * Cardboards « Signcloth « Brushing 
and Spraying Colors * Silk Screen Colors 


* Trademark reg. 
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A Flood of Requests from AA Readers 
Made This Book a “Command Performance” 


Albert Lasker’s private talks to his staff at Lord & 
Thomas, delivered at the pinnacle of his fabulously 
successful career, appeared in 26 installments in 
Advertising Age during 1952. Reader interest was 
little short of fantastic, and AA was deluged with 
calls for the talks in permanent book form. Scores 
of agencies and advertising managers are now mak- 
ing group purchases, at special rates, for distribu- 
tion to their staffs. Use handy coupon below. Money- 
back guarantee, of course. 


Send for a Copy of ““The Lasker Story” for your Friends, 

% | Associates and Everyone in Your Organization Who 

Py ‘ 0 Plays A Part in Advertising or Selling—IT’S A TRE- 
MENDOUS SOURCE OF INSPIRATION! 


ADVERTISING AGE, Dept. ARN, 
200 E. Illinois St., Chicago 11, Il. 


Send me — copies of “The Lasker Story.” 
My Name 
Company. 
Addre 
OR iectsesieiepiiinccciccinacsicentenensincensnengii antes 
I am anions © check or money order for $._-__>EESséfh 


at $1.50 each for 1 to 9 copies; 10% discount for 10 to 49 copies; 20% dis- 


count for 50 copies or more. I understand the price includes all handling 
and postage charges. 


35. Brown & Bigelow tipped in a 
miniature reproduction of its most 
popular product —the famous Boy 
Scout calendar —in its 1953 annual 
report. 


36. A new wallpaper design was 
the cover of United Wallpaper’s re- 
ports for many years. Reports were 
bound between actual sheets of wall- 
paper. 


37. Capitol Records used a record 
— an LP —to report to stockholders. 
The disk narrated history of the 
company and accompanied a regular 
annual report. 


38. Many companies include re- 
prints of ads in reports. Some bind 
them into the book; Sunbeam’s ’53 
report has reprints of all its ads for 
the year inserted into pockets in the 
back cover. 


39. An issue of its house organ tell- 
ing employes about Westinghouse 
Electric’s fiscal operations was in the 
form of a checkbook. Eleven checks 
disposed of the company’s 1952 sales. 
On the page facing each check was 
an explanation for each item paid. 


40. Motorola’s employe report was 
a “space opera.” Drawings of space 
ship characters romped through the 
pages explaining company finances. 


41. Two different booklets are fre- 
quently used to separate financial 
data and other details. In most cases, 
the booklet containing the financial 
information is a cut-and-dried fi- 
nancial report, while the second (and 
in some cases, third and even fourth) 
booklet contains information cover- 
ing research, products, advertising, 
etc. In other cases, both the financial 
report and supplementary booklets 
get a full design treatment with ef- 
fective use of color, illustrations, etc. 


42. Separate booklets covering op- 
erations other than strictly financial 
ones, have been enclosed in a back 
cover pocket of the annual report by 
several companies. 


43. One company used an oversized 
booklet that had been prepared as a 
promotional piece and converted it 
into an annual report by binding 
balance sheets, auditors’ report and 
a letter from the company president 
into the volume. The original booklet 
contained a picture story of the com- 
pany’s products, machinery and other 
operations. 


44, Hard-bound books have also 
been used effectively as annual re- 
ports. Such treatment is generally 
limited to anniversary occasions or 
when the company feels it particu- 
larly important that the report be 


retained for an extended period of 
time. 44 
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RADIO & TV PRODUCTION 


The “pitch” type of television commercial 
is growing in use as admen learn of the 
success of such an approach. A production 


expert gives some tips on the preparation 


of hard-selling TV commercials. 


THE PITCRMAN 
COMES 10 TV 


By Herschell G. Lewis 
Lewis & Martin Films Inc. 
Chicago 


“Folks, in 60 to 90 days these will 
be found in all your neighborhood 
stores. However, while we’re demon- 
strating them, you can take advan- 
tage of this special television offer. 
Now, all you have to do is to send a 
postcard in care of this station or call 
the telephone number we’re going to 
give you right now... .” 

Sound familiar? It should, because 
it’s a standard close of a television 
“commercial story.” Actually, com- 
mercial story is a euphemism for a 
“pitch,” which, as any carnival goer 
knows, is a hard-sell unbroken by a 
pause for breath. 

Television commercial stories are 
becoming big business, and the pitch- 
men who sell glass-knives, can- 
openers, plant food, records, insecti- 
cides, TV antennae and auto wax are 
as familiar to most viewers as the 
top names in TV; most of them make 
about as much money, too, if they’re 
on a percentage basis. 
> Our studio, Lewis & Martin Films 
Inc. (formerly Alexander & Associ- 
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ates), has produced an increasing 
number of TV pitches during the 
past few months. The inexpensive, 
quickly-shot, half ad-lib films pour- 
ing out of our editing room have ac- 
counted for thousands and thousands 
of dollars in time buys—and the 
flood is just beginning. 

The marriage of television and the 
mail-order business is a natural. TV 
has what mail-order needs, and there 
are some really fabulous success 
stories to prove it: 

@ One kitchen utensil that had laid a 
large turkey egg on hardware store 
counters at 29¢ was a whopping big 
moneymaker on TV at $2. 

e A toy that seldom broke even in 
black-and-white mail-order made a 
TV sales success that stations use in 
their sales brochures. 

e A plant food that did so-so on ra- 
dio sold 4,000 units in two cracks on 
a moderate-size post-freeze TV sta- 
tion. 


> As recently as 1952, only a hand- 
ful of stations would handle mail- 
order, and these were considered 
“schlock” stations. Today, about 70% 
of all stations handle mail-order, 
and practically all the post-freeze 


stations have indicated not only 
willingness, but eagerness, to run 
mail-order, make arrangements with 
telephone answering services, and 
handle daily mail-count. A lot of 
stations still relegate mail-order to 
sign-off hours, but this, too, is be- 
coming obsolete, due probably less 
to the growing respectability of 
mail-order than to the realization 
that the station’s viewers stay tuned 
through a pitch. 

For this reason, too, self-imposed 
rules about entertainment-content 
and amount of actual “sell” allowed 
are greatly relaxed. It would have 
been unheard of in 1952 to air a 
pitch-film without prior screening 
and approval by top station echelon. 
In 1954 only routine screening will 
be necessary, and that by the 
station’s film department, to report 
any aggressively flagrant examples 
otf bad taste. 


> Don't get the idea that anyone can 

get rich quick on TV mail-order. 

There are four fairly standard re- 

quirements for the item to get across 

satisfactorily: 

1. The pitchman must match the 
item. 





The film must be tight. 
Time-buys must be frequent and 
in cheaper time classes. 
Decisions must be fast ones. 


These four requirements sound 
easy to meet, but they’re deceptive. 
Whether to use a true pitchman, a 
smooth announcer, or the head of 
the company in the film is often a 
tough decision, based more on guess- 
work than on analysis. Turning out a 
tight film is a combination of tech- 
nique and procedure that you learn 
the hard way. Buying cheap time in 
one-time bits is nerve wracking. But 
nothing is tougher on clients, agency- 
men, and film-producers geared to 
long, wordy, “P.T.A. Committee 
Type” conferences, script sessions, 
and rehearsal sessions than to be 
forced to make decisions on the 
spot. It’s something like walking 
into a tunnel, meeting a girl, and a 
preacher, and walking out married, 
wondering what your wife looks like. 

Anyone who sits through a filming 
session of a TV pitch knows that for 
high-pressure, non-stop working, 
and quick cogitation, there’s nothing 
to beat it. To me, there’s nothing 
more exciting. The heat’s on, and you 
know that when the studio doors 
open again you'll have created a sort 
of Frankenstein Monster that you 
hope will serve you but which might 
turn on you. 


>» We've found that if product dem- 
onstration is involved and the pitch- 
man knows his stuff, two cameras 
are necessary, shooting simultane- 
ously all the way through. We may 
waste some film, but the closeups al- 
ways match. If only the face shows, 
or if there’s no demonstration, one 
camera shifting angles between 
takes, is ample, Some pitchmen used 
to TV’s two-camera technique object 
to using a single camera until they 
learn that the merciless film picks 
them up even when they’re looking 
at the other camera, and there’s no 
turning the head after the film is 
processed. 

We like to stop for even the small- 
est mistake that jars the smoothness 


of the film. Our reasoning is simple. 
The whole advantage of film is to 
make smoothness possible. Why kill 
that advantage? 

Shooting double-system, as we do 
(sound-track recorded magnetically 
and re-recorded on film), costs a 


little more than _ single-system 
(sound-track recorded right on orig- 
inal film), but we feel that it’s worth 
it not only because of a far superior 
sound-quality but because single- 
system is the very devil to edit. 
Quality isn’t as important as it is in 
a 20-second spot, but we like to give 
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Sharpening Up .. . Bobby Green, a TV 
pitchman, learns all there is to know about 
a product before trying a demonstration. 
Here he shows the sharpness of a pair of 
scissors sharpened with the ‘Gay Blade. 


it, since there’s more time for the 
viewer to pan a 15-minute show. 


> When you analyze costs, the 
amount spent on the pitch film in 
proportion to amount spent for time 
is way, way under the cost of one- 
minute spots. Our charge for a studio 
job for a 10-minute pitch seldom ex- 
ceeds $1,200, and often is far less. 
Consider the $750-$2,000 range for 
one-minute spots or the $5,000 for 
60 seconds of animation, and you'll 
get some idea of how cheaply a pitch 
can be turned out. 

Actually, composition plays a far 
smaller part in a 10- or 15-minute 
pitch than it does in a one-minute 
spot, and most of the one-minute 
spots we film take us longer in the 
studio and longer in the editing room. 
Studios that feel it’s a violation of 
their constitutional rights to charge 
less for a 15-minute film than for a 
one-minute film simply are failing 
to estimate jobs on the basis of man- 
hours, equipment, and headaches. 

Big print orders bring the cost of 
prints down to earth, but I’m sorry to 
report that there still are agencies 
that would rather put a_ spliced, 
scratched, fingered film on the air 
than keep a supply of good prints on 
hand. That costs orders. Recently, an 
agency sent back to us a print a 
station had projected, apparently 
without bothering to thread it in the 
projector. A completely new set of 
sprocket-holes had been made. There 
were eight splices, all causing blips 
in the sound-track, and one of these 
was a Scotch tape job. The agency’s 
question: “Should we send it out 
again?” We junked it, and they 
howled. 


> The tightness of a film depends 
pretty much on the editor. We insist 
that the editor be present at the 
shooting; otherwise, he’s guessing, 


because the stringent time factor 
forces us to edit negatives in many 
cases. (Because of this, we’ve shot 
a two-camera show, double-system, 
on Tuesday, and had a finished print 
on the air Saturday. But, we don’t 
like doing it.) 

A TV pitch allows for no let up, 
and I can’t over emphasize that. 
Long pauses are out. Demonstra- 
tions without accompanying jabber 
are out. Cuts to scenic views are out 
Strangely enough, repetition of 
points already made is usually ef- 
fective. 

A plant food pitch pulled badly 
until the shot of a garden (which, 
not being a close-up, reproduced 
badly on TV anyway) was taken out 
and the pitchman’s face put back 
in. A single scene in a pitch for in- 
secticide, silent so that “viewers can 
get a little relief from all that pres- 
sure,” gave viewers just enough re- 
lief to prevent pressure building up 
again. It was replaced with talk. 


> The answer is that: The impulse to 
buy, especially when in the home and 
not in surroundings normally con- 
ducive to buying, has to be whipped 
up to fever pitch and kept frothing. 
That is why the carnival-type pitch- 
men have been the most successful 
on TV. That is also why the longer 
the delay before mailing out the 
order, the higher the percentage of 
refusals. 

Picture quality, I'm sorry (from 
our end of the business) to report, 
apparently is of slight importance in 
the success of a pitch film. One of the 
first—and most successful—pitches 
we filmed was botched by the labo- 
ratory. A bad solution of developer 
put “air-bells” all through the orig- 
inal negative. Our plans were to re- 
shoot it as soon as the pitchman re- 
turned to town. Meanwhile, we put 
together a few prints to satisfy ob- 
ligations of time already bought. The 
film pulled so well we've long since 
abandoned any idea of improving it, 
and well over 100 prints have been 
sent to stations. 

The only conclusion I can reach 
regarding the quality of the film is 
that it has to be good enough to il- 
lustrate the product well. Anything 
beyond this is superfluous. The 
tighter the shot, the better the film. 
A toy gyroscope film we produced 
gets close enough to show a tiny 
string being threaded through a little 
hole to wind the toy. It'll sell a lot of 
gyroscopes. One _ tongue-in-cheek 
exception: Unusually cheap items 
look better at a distance. 

This discussion of quality is not 
meant to apply to all TV films. It is 
based entirely on our experience in 
producing “pitch” films. Because of 
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The 12 Basic Principles 
of TV Mail-Order 


Pre-test the item on live TV 


before making a film, if pos- 
sible. 


Advertiser's cost should not 
exceed one-third the retail 
price of the item. 


Average cost-per-sale should 
not exceed one-half the retail 
price. 


Refunds should not exceed 
5%; a higher ratio means a 
poor item. 


Articles widely sold in stores 
must not be used; normally 
unadvertised items are accept- 
able. 


Demonstrable items outsell 
non-demonstrable ones on TV; 
check the desirability of the 


medium for your item. 


It pays to include a phone 
number on a filmed mail-order 
pitch; but allow an alternative 
close without the phone for 
the 30% of stations which 
accept mail-order but which 
offer no phone answering 
service. 


A one-market test is insuffi- 
cient to prove an article good 
or bad; three markets is the 
minimum basis for judgment. 


Demonstrations must be dy- 
namic, accenting simplicity of 
operation. 

Ordering instructions must be 
simple and normally left for a 
live close, using title cards or 
slides made by the station. 
Don't waste film on instruc- 
tions that the local stations 
can present live. Repeat order- 
ing instructions three times, 
rapidly. 

The best mail-order item, eco- 
nomically, is one that can be 
delivered in large quantities 
on short notice. If the supplier 
insists on your carrying large 
stocks, he must expect to take 
back merchandise on this mu- 
tual gamble. 


You'll make more money if 
you get all the professional 
assistance you can. 


the basic principles involved, we 
have had to establish a separate set 
of standards for these films. For 
other types of TV films, we use an 
entirely different set of standards. 


> Every pitch we've shot so far has 
been on 16mm original. This does not 
mean that a pitch should not be shot 
on 35mm. It does imply that there is 
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no necessity to undergo the extra 
cost for the few stations that can 
handle it. The few complaints we’ve 
had all have been based on a defect 
in a particular print, which is no 
oddity when you consider the tre- 
mendous amount of screening neces- 
sary to look over 100 or more prints 
of a 15-minute show, ordered Mon- 
day in Chicago for delivery in Austin 
by Thursday. Most stations, frankly, 
compliment the quality of these films. 

What all this adds up to is that the 
TV pitch is coming of age. Already 
a big business, television mail-order 
is destined to grow bigger. Mail- 
order’s marriage to television is 
based on the soundest principles of 
economics and the inescapable fact 
that TV meets most of mail-order’s 
needs. 

A marriage like this is a natural, 
and with the financial gods smiling, 
nobody is likely to look for a divorce. 
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Electric Cooking Show 
To Be Filmed For TV 


Final plans for 52 half-hour elec- 
trical kitchen shows on film for TV 
have been completed by Electrical 
Information Publications (Madison, 
Wis.). The new series, to be titled 
“TV Kitchen,” will be filmed for use 
by local TV stations throughout the 
country with primary sponsorship 
by electric light and power com- 
panies. 

Each show in the “TV Kitchen” 
series will feature the preparation of 
one complete meal and involves the 
use of most electrical kitchen ap- 
pliances and a wide variety of food 
products. Each show will have a 
running time, exclusive of opening 
and signature, of 25 minutes, 50 
seconds. One minute electrical com- 
mercials, two minute electric kitchen 
commercials and two minute “house- 
hold hints” sections will also be made 
available with the series. 44 


WZTVr 


“Quick, McGuire! Find out who's 
operating Camera Four!’ 


Top Talent . . . The Chordettes, nationally 
known TV and radio quartette, are featured 
in six radio commercials prepared by Zono- 
lite Co. (Chicago) for release to local build- 
ing supply dealers. Dialog for the one- 
minute and 30-second recordings was han- 
dled by network star Jim Ameche. The 
Chordettes are shown here with Philip R. 
Strand, advertising manager of Zonolite. 


TV Sells Real Estate 
Through Photo Tour 

Use of photographs in television 
advertising proved highly successful 
for two Minneapolis real estate firms. 
A feature story in Leica Photography 
magazine described how 85 photo- 
graphs of living facilities in the Lake 
Minnetonka area were shown on TV 
to induce home-buyers into the area. 

A local photographer, Les Fulton, 
using a Leica camera, took 180 pic- 
tures in one day’s shooting. He pho- 
tographed homes for sale, schools, 
transportation churches, 
shopping centers and eating places. 
As outlined in the article, which is 
available from the publisher, the pic- 
tures were enlarged to 8x10” and 
mounted on 10x12” white cards. 

The photos were numbered and 
labeled for the TV show. On televi- 
sion, cameras picked up the mounted 
pictures from two easels. The narra- 
tion of the show, called “Tonka TV 
Tour,” was handled by the real es- 
tate men in the manner of a guided 
sight-seeing tour. The show ran a 
half-hour over station WCCO-TV 
(Minneapolis) 44 


facilities, 


Byron Inc. To Produce 


“Facts Forum” For I\ 

“Facts Forum,” a current events 
panel show featuring non-partisan 
discussions by American leaders, is 
being produced for television by 
Byron Inc. (Washington, D.C.). The 
program has been aired on radio for 
nearly two years and is heard ove1 
The current TV 
schedule is for 15 and 30-minute seg- 
ments appearing on 38 TV stations 
A sound tape of the TV show is made 
for the radio audience 44 


150 radio stations 
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plain English of 
our engraver's 
craft, ‘Practice 
is the best 
master.” 


Collins, 
Miller & 
Hutchings, Inc. 


AMERICA’S FINEST PHOTOENGRAVING PLANT 
207 N. Michigan Ave. «Chicago | 
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PHOTOENGRAVING AND PLATEMAKING 


If handled properly, matted publicity releases can produce plenty 
of “free” space in the non-metropolitan papers... but it takes 
understanding of the editors’ needs and likes to make them pay 
off. Here are some of the basic considerations for getting the most 


Hundreds of thousands of dollars 
are spent yearly on matted publicity 
releases aimed at the more than 9,000 
newspapers serving non-metropoli- 
tan America. But in spite of the 
huge dollar volume involved, the 
medium still is probably the most 
misused of all the advertising and 
publicity outlets. 

The average editor is deluged daily 
by publicity mats of every descrip- 
tion—the majority of which find their 
way instantly, frequently in un- 
opened envelopes, into the waste can. 
But in spite of this drawback, many 
firms are reaping huge dividends 
from this medium. 

Many admen consider matted pub- 
licity releases an advertising step- 
child—and handle their releases as 
such. Since the space is “free,” they 
feel that any use of their releases is 
a bonus and trying to get maximum 
use of their material is too much 
trouble. 

On the other hand, there are those 
whose weekly clipping returns in- 
dicate that their material is receiv- 
ing special attention from editors. 
Chances are that such admen have 
recognized the medium as a most 
important one and have. tailored 
their programs to gain maximum ac- 
ceptance. 


>In the past 20 years several major 
changes have taken place in Amer- 
ica’s non-metropolitan press. Such 
developments include: 


eThe number of weeklies has 
dwindled. Many markets formerly 
served by two or more weeklies now 
have but one. 

e Those papers still operating are 
stronger in prestige and circulation, 
better equipped, better printed and 
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out of this frequently mishandled publicity medium. 


do a more vital coverage job in their 
localities than ever before. 

e The decentralization of industry to 
the smaller communities has made 
the rural weekly and the small town 
daily more than just “cow papers” 
and chroniclers of sewing-circle 
events. They generally use a lot of 
pictures and are still the most thor- 
oughly read type of publication in 
America. 

e It used to be that editors of weekly 
journals were primarily printers. 
Today they are business men and 
quite frequently well-trained jour- 
nalists. 

e The use of “ready print” is fast 
disappearing. Just a few years ago, 
a large percentage of weekly papers 
used several pages of syndicated 
features printed in some metro- 
politan center and then added the 
strictly local news themselves. 

All of these changes are reasons 
why matted publicity releases are of 
growing importance today. Not only 
has the small town press gained in 
stature, but methods of production 
present more opportunities for the 
use of such material. 


> Almost every small town paper to- 
day has equipment for casting mats. 
While the editor has other equip- 
ment for producing “filler” material, 
it frequently is not available for 
either last minute “hole plugging” 
or producing the volume of material 
necessary for early runs. 

Since there is little “ready print” 
used today, many editors must de- 
pend upon matted releases to add 
variety, more pictures and subjects 
of broad interest to their papers. But 
with an overabundance of material, 
there is a great deal of competition 
for the available space. 


Several 
have been established to assist ad- 


national organizations 
men in getting maximum use of 
matted publicity releases. These out- 
fits keep track of the editor’s needs 
and frequently build his good will— 
and ready acceptance of the material 
which they send him—by providing 
special services such as free adver- 
tising mats for seasonal campaigns, 
free newspictures and public service 
features. 

But their main reason for existing 
is to provide a service to admen who 
seek editorial space in which they 
can plug their products and serv- 
ices. By attempting to serve both 
editors and admen, they have de- 
veloped special techniques. 


> One of the most successful organ- 
izations of this type is Derus Asso- 
ciates’ DA Syndicate (Chicago). 
Headed by Bill and Lloyd Derus, 
who “grew up” on small town news- 
papers, DA has worked out several 
guides for getting maximum use of 
matted publicity releases. These in- 
clude: 

e Photo or artwork Clean up 
photo background so that attention 
is not diverted from principal sub- 
ject. Line drawing and cartoons are 
good but clips come in slower be- 
cause they are used over a longer 
period of time. Avoid obvious re- 
touching. 

e Cuts ... Zinc should be made in 
65-line screen—12 picas for one col- 
umn; 24 picas for two colums. One- 
column releases get slightly better 
acceptance because of the space re- 
quirement. However, two-column 
releases have more “eye-appeal.” 

© Overlines Overlines should 
be short—12 to 14 units in one-col- 
umn releases; 28 units in two-col- 
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umns—and should not include an 
advertising “plug.” Editors prefer 
14-point type. One- 
column overlines should be in caps; 
two-column overlines should be in 
upper and lower case. 

e Boxes ...Do not use a box unless 
the story deserves one. 


overlines in 


e Body copy . . . Body copy should 
be held to 50-100 words for one- 
column releases and 100-200 words 
for two-column releases. Eight-point 
type set 12 picas on one-column, 24 
picas on two should be used. Avoid 
using an advertising plug more than 
once. Avoid capitalizing plug words 
when possible. This can be avoided 
in some instances by starting sen- 
tence with the plug word. Also, avoid 
giving street addresses and prices on 
items. 

e Dates 


dates in releases unless they have 


Avoid using specific 


definite tie-ins to a special occasion. 
In such cases, care must be taken to 
see that the release is in the hands of 
the editor at least three weeks be- 
fore the release time. 
e Mats Mat copy and overline 
with illustration. This gives you con- 
trol over copy as most weekly edi- 
tors will not bother to cut mats and 
reset copy. 
e Mimeographed copy Avoid 
mimeographed copy. Most of it is 
not used. Such copy that is used is 
generally altered so that spotting of 
clips is difficult for clipping bureau 
readers. 
© Headline wording .. . Editors seem 
to like headlines which use the word 
“new” and like short, simple words 
not over five words in the whole 
headline as a rule. 
e Illustration copy . There is no 
anything unusual about a 
picture or a cartoon. Let the illus- 
tration be distinctive. Let it, if pos- 


longer 


sible, illustrate a selling argument 
see that it appeals to prospective 
buyers of your product or service. 
Pictures must mean something to 
justify the space they occupy in your 
release. Editors like action pictures 
and they have a 
“cheesecake.” 
e The paragraph 
Whether or not the editor selects 
your matted release for his paper 
may depend on the opening para- 
graph. It is not a good idea to put 
your plug in the first few sentences. 


weakness for 


opening 


>In most cases, admen will find it 
to their advantage to use established 
organizations to handle the distribu- 
tion of matted releases. Organiza- 
tions such as Derus Associates have 
worked out all of the various prob- 
lems involved in getting maximum 
use of such material and most fre- 
quently can deliver a greater per- 
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centage of placement. Because of 
large volume, such organizations can 
usually produce releases more eco- 
nomically than individual firms. 

A release handled through a mat 
publicity firm is usually processed 
like this: 

e You supply the organization with 
a photo (or artwork) and copy, 
along with the budget allowance for 
the release. 

e Copy is checked for possible edit- 
ing to get best acceptance. 

e A plate is made of the illustration, 
type is set and you get a paste-up 
proof of your release for final check- 
ing. You are also informed how 
much distribution you will get on 
the basis of your budget. 

e After your okay of the paste-up, 
proofs are printed, additional plates 
are made of both illustration and 
copy, mats are pressed and mailing 
is made. 

e About a week should be allowed 
for regular scheduled material. In 
cases of emergency, mailings can be 
made within 24 hours after final 
clearance of the release. 

e The organization gathers clippings. 
This is one of the primary advan- 
tages of using the services of such 


A Glimpse Into the Future 


New Color Printing System, Other Graphic 


Arts Developments 


There are some mighty important 
developments in color printing on 
tap-—developments that may easily 
incite a major change in several 
phases of advertising. 

This was clearly evident from dis- 
cussions at the Rochester Photo 
Conference, held Sept. 13-18 at the 
George Eastman House in Rochester, 
N. Y. While the conference, attended 
by 200 key press executives, dealt 
mainly with newspaper photographic 
and mechanical problems, it pre- 
sented an impressive glimpse into 
the future of the entire graphic arts 
field. 

From all indications, 1953 is a 
“jumping-off point” for some in- 
teresting graphic arts developments. 
Speaker after speaker at the con- 
ference told of amazing progress in 
photography, photoengraving, print- 
ing, and allied fields. Others gave 
hints about 
developments. 


soon-to-be-announced 


> Probably the most amazing devel- 
opment is a color platemaking sys- 
tem developed by Eastman Kodak 
and the Rochester Institute of 
Technology. According to John Mc- 
Master, Kodak manager of graphic 


an organization. Derus, for example, 
uses 15 clipping bureaus in addition 
to its own clipping service. Such 
“duplication” is necessary to get a 
clear indication of placement. 

First clips are generally obtained 
about four weeks after the mailing is 
made. Proofs of every release are 
distributed to the various clipping 
bureaus so readers are familiar with 
the releases. 


> While the cost of handling matted 
publicity releases internally varies 
greatly, the cost of handling through 
a special service is generally less ex- 
pensive. Derus Associates, for ex- 
ample, charges $200 per thousand 
newspapers for a one-column re- 
lease; $300 per thousand for two- 
column releases. 

While content of releases affects 
acceptance, average return through 
syndicate placement is around 10%. 

Additional details on matted re- 
leases are available in an interesting 
six-page folder, “Why You Should 
Use Publicity Mat Releases!,” issued 
by Derus Associates. For your copy, 
circle No. 1101 on the Readers’ Serv- 
ice Card inside the back cover of 
this issue. 44 


Reveled at Conference 


arts sales, the system probably will 
be available by the end of the year. 
The new system is undoubtedly 
the most effortless method yet de- 
veloped for producing plates for full- 
color work. You start with a 35- 
mm transparency set in its paper 
mount and end up a short time 
later with plates all set for printing. 
In a pilot set-up at the Kodak 
plant, the system works like this: 
e The transparency (in its original 
paper mount) is placed in a special 
pre-register mask. 
e This mask is inserted in a special 
projector. 
e Using a newly developed set of 
filters, three separation negatives are 
made to proper size with the pro- 
jector. All are pre-registered. 
e A new neutral contact screen— 
a step beyond Kodak’s popular ma- 
genta screen—is used for halftones. 
e The negatives are contact printed 
on pre-sensitized offset plates. The 
plates are registered by their posi- 
tion in the printing frame. 
e These plates are mounted on a 
Multilith machine which has a spe- 
cial set of pegs for attaching the 
plates in perfect pre-register. The 
Multilith used in the Kodak pilot 
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Caught in the 


MIDDLE 
on plate 
production? 


Let SUPERIOR 


Take Off the Pressure! offset litho results usually stand or fall on the skill and care 

s with which the plates are made. SUPERIOR’S big staff turns 

out exceptional work which gives your offset printing fidelity, 

See deadiins is on top of you... Suiched ant sparkle and depth. Send today for proofs which show the 
big difference SUPERIOR quality makes. 


OFFSET LITHO PLATES... Black and white or 4-color, 


has just arrived . . . there’s no time to make 


plates — but you must. What then? You simply LETTERPRESS ENGRAVINGS ... Illustrations fairly leap 
call SUPERIOR, of course — because SUPERIOR off the page when printed with sharp, clean, correctly etched 
engravings by SUPERIOR! Here you get all the quality that 
only years of experience and the most modern methods and 
equipment can produce. Let us help you boost the beauty and 
fast, the full day-and-night operation that can drive selling power of your advertising. 

your job through without sacrificing one iota of A, chilled 40-men ight ste boone 


plate quality. Why not call or write SUPERIOR presets A night cpr . 
, ming —takes e pressure o ose 
today? Try us on your current plate job! ticklish rush jobs! 


SUPERIOR ENGRAVING CO. :.., 


215 W. Superior St., Chicago 10, Illinois ¢ Telephone SUperior 7-7070 


has the big plant, the modern equipment, the 
90 expert craftsmen who can do the right thing 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting @ Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 
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But Nobody 
"Peek-A-Boos” 


A Good 


Production 


Man 


Not for long, anyway, because good production men just aren’t easily 
fooled . . . certainly not about high fidelity reproduction. They know that 
no amount of planning, equipment or skill can coax quality printing out of 
just ordinary plates. 

They know that the fate of fine printing is in the hands of the photo- 
engraver. That’s why more and more sharp production men are buying 
photoengravings with high fidelity performance built right in... at... 


ENGRAVERS 


FORMERLY STEARNS & COMPANY 


It's a brand mew name and trademark and a grand new experience for 
buyers who demand unusually fine engraving at reasonable prices. Chi- 
cago Engravers is your starting point for fine printing results. 


“ means QUALITY photoengraving down to the smallest detail . . . 
highlighting, color corrections, tooling, proofing . . . that’s guality where it 
counts, where pride makes the difference. 


7 means KNOW-HOW with a complete staff of skilled technicians, 


authorities in their field, and all of them anxious to discuss your problems 
now. 


+ means SERVICE, too, and always on a friendly, competent basis, 
by a seasoned staff of sales personnel . . . 


Including people like George Danner. In 1950 George joined Stearns 
& Company, now called Chicago Engravers. Before that, George 
spent 15 years as superintendent of various engraving plants and for 
30 years has been a practical engraver. George has this to say about 
the work of Chicago Engravers... 

“They make a special effort on every job. In just three years with 
Chic ago Engravers, I've seen them meet deadlines that seemed 
impossible. And I'm always gratified at management's concern and 
interest in my customers’ everyday problems.” 


oe 
GEORGE M. DANNER 


PHOTOENGRAVINGS 
WITH HIGH FIDELITY 
eA a hy IST GG Gal 
417 NORTH STATE STREET 
ae 7- 
Se a mag Te I lat Malinao 


| set-up also has special sets of 


rollers. 

e@ Special inks are used to produce 
excellent full color with only three 
press runs. 

The quality of the work produced 
using this method is nothing short 
of amazing. Ultra-fine screens are 
used for the halftones and there is 
no indication that the work suffers 
from lack of a black key plate. 


> According to RIT graphic arts 
people who worked on the develop- 
ment of the system, a complete set 
of color plates can be produced in 
this way for as little as $10. 

The system, of course, can be used 
to produce color plates for other 
presses in addition to the Multilith. 
However, the fact that truly high 
quality full-color work can be pro- 
duced on the Multilith is evidence 
that the new system is likely to have 
a far-reaching effect on the whole 
field of color printing. 

Much interest was shown by the 
press executives at the conference in 
the system’s potentialities for pro- 
ducing ROP color plates. Kodak of- 
ficials told AR that when the equip- 
ment is ready for commercial use, 
it will undoubtedly be equipped to 
use larger sizes of transparencies in 
addition to 35mm. 


> Another major development in 
the production of color plates an- 
nounced at the conference came 
from Robert M. Leekley, associate 
research director of Time Inc. He 
reported the Time-Life color scan- 
ner, originally developed in 1950, 
has been redesigned and is being 
put to use in a pilot plant for the 
production of scanned color separa- 
tions. The redeveloped electronic 
scanner, already being used for some 
of Life’s color plates, is now able 
to make color plates much faster 
than by previous methods — and 
achieve better, more detailed color 
separations as well, he said. Mr. 
Leekley cautioned, however, that 
the scanner’s real value still must 
be proven in operation. 

In reporting on the redevelopment 
work on the scanner, Mr. Leekley 
described the major handicap in 
graphic arts research work: “The 
graphic arts experts and the en- 
gineers just don’t talk the same 
language.” He explained that when 
the original Time-Life scanner was 
put to work, the electronic engineers 
who had helped develop it couldn't 
comprehend many of the complaints 
and comments registered by en- 
gravers and other graphic arts ex- 
perts. On the other hand, the graphic 
arts people had much difficulty un- 
derstanding the electronic problems. 
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The redeveloped scanner now in 
pilot plant use, Mr. Leekley ex- 
plained, requires transparencies and 
will deliver separations the same size 
as copy up to 8x10”. Only a limited 
amount of hand work is required on 
plates produced through use of sep- 
arations from the scanner. It deliv- 
ers four-color separations. 


> But methods for making color sep- 
arations weren't the only develop- 
ments announced at the conference. 
e John McMaster of Kodak an- 
nounced a new type of metal sensi- 
tizer which can be used both for 
letterpress and offset plates. Its use, 
he said, can cut exposure time from 
one-half to one-sixth that required 
today. Since the new sensitizer is 
extremely stable, it will likely be 
used to produce pre-sensitized 
plates, he predicted. 

e Fred P. Wilcox, director of re- 
search for Fairchild Camera & In- 
strument Corp., told of research 
being conducted to improve the 
company’s Scan-A-Graver. The 
company has a long range program 
aimed at the development of a Scan- 
A-Graver for color plates, better 
tone control, and automatic enlarge- 
ment and reduction .(the Scan- 
A-Graver now requires same-size 
copy). 

e William T. Reid, of Battelle In- 
stitute, reported that research to 
develop a new method of mounting 
engravings is well on its way. He 
also described advanced research 
on new methods for coating and 
handling paper and an automatic 
machine for wrapping odd-size lots 
of magazines. 

@ Several new films have been de- 
veloped or are in the process of 
development. J. Winton Lemen of 
Kodak told of a new method which 
permits the manufacture of films 
with greater speed without any in- 
crease in graininess. He described 
the advance as “the largest single 
step forward in emulsion develop- 
ment in the last 15 years.” Kodak 
will use the process for a new film. 
It won't be on the market, however, 
for several months. 

e Sanford Saks, of du Pont Photo 
Products Division, told of another 
film with a long tonal scale and a 
higher red sensitivity than former 
products. He described it as being 
especially designed to produce bet- 
ter pictures of people, which will 
reduce the need for retouching and 
result in better transmission and 
reproduction of images. Like the 
new Kodak film, it is still several 
months away from commercial avail- 
ability. 

@ Kodak’s John McMaster also an- 


nounced a new film, as yet not on 
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OPERATING 
For more than twenty- 


four years we have assisted 
Production Managers towards their double goals of 
excellent quality and fast service. At NORTH- 
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A dvertising 
Roesu/is 


“My small space ads have 
pulled phenomenally ...am 
more than elated, not only 
by the quantity of replies, 
but also by the quality... 
substantial number of orders 
have already been written...” 
writes Morris B. Rabin, Sales 
Manager, Minute Man De- 
calcomania Co. 
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Our business is photo engravings . 


Thomas F. McGrath 


AND ASSOCIATES 


PHOTO ENGRAVINGS + 
160 E. KLLINGIS ST., CHICAGO 11, ILLINOIS 
Telephone DElaware 7-5142 


the market, which the company has 
developed for use in photo copying. 
The film, he said, is one which has 
less contrast and will give a better 
result than formerly was possible. 


e An improved color film which will 
be faster and give better resolution 
than previous products may soon be 
on the way to photographers, Dr. 
Cyril Staud, Kodak director of re- 
search, told the group. It is still 
under development. “If we're lucky 
it may be a matter of a few months 

if we’re not it may not be out for 
many months,” he said. 


> The week-long conference, the 
first of its kind, was sponsored by 
the National Press Photographers 
Assn., and the photographers them- 
selves had an important part in the 
meetings. A group of the top news 
photographers called on manufac- 
turers and photo suppliers to provide 
them with new and better tools. 

Richard L. Sarno, director of pho- 
tography for the Hearst newspapers, 
for instance, called for sequence 
cameras which use sheet film; in- 
stantaneous development film backs 
on all cameras, including even the 
long-lensed “Big. Berthas,” and for 
general press work lighter and more 
mobile cameras. 

John Reidy, chief photographer of 
the New York Mirror, suggested the 


.. our 
methods are mod- 
ern... our crafts- 
men are tops... 
our determination 
to please is un- 
swerving. Result: 
Engravings of out- 
standing quality. 
Color and black- 
and-white. 


DAY AND NIGHT SERVICE 


Perfect News Photog... This photo, 
created by Joe Clark, was the theme illustra- 
tion for the Rochester Photo Conference. 
development of cameras which use 
sheet film on which six exposures 
can be recorded. Roll film, he said, 
creates “terrible waste” of film and 
dificult problems in processing. 
>A great deal of attention was 
devoted to the handling of pictures 
in publications. One of the highlights 
of the conference was a speech by 
Charles Tudor, art director of Life. 
In addition to telling how Life 
handles its picture layouts, he ad- 
vised the conference that the needs 
of a publication should set the style 
of that publication. 

Telling of his experience with lay- 
outs and cropping, Mr. Tudor said 
that Life tries to design its picture 
spreads around the most dramatic 
picture in the spread. In addition, 
the magazine attempts to dramat- 
ically change the format from one 
spread to the next to achieve maxi- 
mum effect. They always attempt 
to pick, as the closing picture, the 
photo which will best sum up the 
entire story for the reader. 

Although Life has given up tricky 
arrangements of pictures in pref- 
erence to a straight format, since 
they feel that the straight format 
is best suited to a quick presenta- 
tion of the news, the magazine will 
often drastically crop a picture in 
an exaggerated manner to achieve 
an effect which will improve the 
story. 

A long, narrow cropping for a 
picture of a skyscraper, for example, 
will increase the feeling of height in 
the reproduction, Mr. Tudor pointed 
out. 44 
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SIGNS & IDENTIFICATION MATERIALS 


An Identification Program Helps 


A wide variety of identification 
materials plays an important role in 
Pepsi-Cola’s advertising and sales 
promotion program. A company 
executive explains what is used 


where and why 


By Frank Zuccaro 
Assistant Display Manager 
Pepsi-Cola Company 


Like a chain, an advertising cam- 
paign is only as strong as its weakest 
link. To tie-in with the tremendous 
impact of radio, news- 
papers and magazines, point of pur- 
chase display material must be the 
final phase in selling to the con- 
sumer. 

Since there are Pepsi-Cola bottlers 
located in all 48 states, there must be 
a complete listing of all display ma- 
terial made available to them. Every 
year a point of purchase catalog is 
forwarded to all bottlers illustrating 
and describing in detail display ma- 
terial the Pepsi-Cola Co. intends to 
feature during the following year. 


television, 


> In determining the obstacles that 
might present themselves in the 
effort to achieve an effective showing 
within a given area, each display 
must be considered from the view- 
point of dealer acceptance and also 
from the bottler’s limitations in in- 
stalling display material. For this 
reason, only items which are readily 
acceptable by both the bottler and 
the dealer, yet effectively selling the 
customer at the point of sale, can 
be considered. 
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Among the many effective pieces 
used are decals, counter cards, wall 
pieces and streamers. This material 
forms the basic elements of the trade. 
But in addition to these stock items, 
there is always a constant flow of 
new material and new ideas which 
have been used quite successfully by 
the Pepsi-Cola Co. 

Since point of sale material means 
quick product identification display, 
we can take advantage of this situa- 
tion by being more elaborate in our 
pictorial rather than copy messages. 

Pepsi-Cola’s standard colors have 
always been an asset in obtaining 
quick product recognition. Whether 
it be an island carton display or a 
6” decal on a door, the striking blue 
and red is always a constant chal- 
lenge to its competition. 


HIT THE SPOT 


> To simplify ordering of point of 
purchase material by the Pepsi-Cola 
bottlers, the catalog is classified into 
the following sections: 


1. Take Home Market—Interior 
Displays . . . In this section all mate- 
rial promoting the take-home mar- 
ket is featured. Pieces consisting of 
a wide range of attractive food dis- 
plays are available with Pepsi-Cola 
as the beverage companion. This ma- 
terial generally consists of cardboard 
wall displays 1914x2034”, with easel 
back for alternate use as counter 
ecards. Full-color cardboard tackers 
28x11” are also featured in this sec- 


tion. 
2. Cold Bottle Market—Interior 
Displays . These pieces are de- 


signed to sell the customer on buy- 
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Crown Gets Around... Pepsi-Cola’s embossed, 381/2” in diameter crown emblem was 
designed to be adaptable to any number of different types of displays. Pepsi-Cola offers a 


variety of materials such as a corrugated b 
The Reliance Advertising Co. produced the 


ack panel that dealers IN USE 


| with the emblem 


emblem 
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without 
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“Refresh Without Filling’’ Package 


Decalcomania 


ing and drinking Pepsi-Cola while at 
the point of purchase. Here, too, 
wall displays and cardboard tackers 
are used. Copy and illustration con- 
centrate on showing the product be- 
ing enjoyed by the customer. 

In addition to cardboard displays, 
functional such as menu 
boards and rolls of identification 
tape are also available to Pepsi- 
Cola bottlers. 

Since displays must also be sea- 
sonal, the wall cards and tackers 
pictorially correspond to the various 
seasons of the year. 


pieces 


3. Fountain... The material in this 
section features the standard bever- 
age glass as a means of stimulating 
business at the fountain. 7x22” 
cards and streamers, menu cards, 
decals and illuminated fountain mir- 
ror signs are featured in this section. 
Also available is an ivy wall display 
with artificial ivy suspended from 
the base of the holder. 


4. General Interior Display ... Any 
new and deluxe piece would be in- 
cluded in this section. The 1953 cata- 
log features an electric sign 14” in 
diameter. Construction consists of a 
plastic face and metal casing with 
wire easel, plus a chain for hanging. 
Illumination is produced by a 40- 
watt incandescent bulb. The over-all 
effect of the illumination gives the 
crown face a neon appearance. In ad- 
dition, there are rolls of corrugated 
wall displays with five-message re- 
peats to each 25’ roll. This material 
is one of the most versatile of card- 
board displays current on the mar- 
ket. Its uses are unlimited and the 
flexibility of the material makes any 


... As a tie-in with its 
media program, Pepsi-Cola created this special display package 
which included: (left to right) A 5x7” decal, produced by American 
a 191/4x203/,” wall or counter display sign 


decoration problem vastly easier to 
handle. 

5. Exterior Displays . Included 
in this essential phase of the point of 
purchase operation, is a complete 
line of all metal advertising signs. 
Signs to meet almost any particular 
need of a bottler may be found here. 
Whether it be a kick-plate sign or 
an over-window assembly for a 30’ 
store front, every sign has met with 
the Pepsi-Cola specifications for 
quality, design, and price. 

A 27” outdoor thermometer is an- 
other effective utility item in con- 
stant demand. Produced in four col- 
ors on 24-gauge Weizen, it has 
become one of the standard items in 
this operation. In order to effectively 
complete this point of purchase sec- 
tion, there must be a line of decals 
available to meet any request, such 
as application on windows, doors, 
trucks, etc. 

6. Special Events If a bottler 
needs any special material for dec- 
orating problems at circuses, ball 
games, conventions, etc., this section 
offers him silver foil twirlers, cloth 
banners and corrugated rolls. All 
pieces are effectively produced to 
remind the spectator of Pepsi-Cola. 
7. Sundries & Miscellaneous 
Paper cups, glasses, straws, napkins 
and bottle openers are included in 
this section. All of these service 
items are decorated in the stand- 
ard colors to product remind the 
customer. 


> As you can readily observe, a 
comprehensive line of material used 
at point of purchase is included in 
this catalog. Without this reference 
material no effective point of pur- 


graphed by Einson-Freeman Co.; calendar ads, made available to 
bottlers for local merchandising programs, printed by Strawberry 


Hill Press; a 4x5” bottle collar, printed by Strawberry Hill Press. The 
_ litho- materials were all printed in full color. 


chase campaign can be instituted. 
With it, a completely successful pro- 
gram can be developed within a 
territory. 

One of the many additional pro- 
motions offered to Pepsi-Cola bot- 
tlers throughout the year is the “Re- 
fresh Without Filling” package. In 
order to tie-in with the success of 
the current media campaign, three 
display pieces were created and of- 
fered to bottlers. To do justice to 
these full-color, eye-catching pieces, 
a four-page silk screened bulletin 
announcing these displays was for- 
warded to bottlers. 

The three pieces described in de- 
tail were a 1944x2034” wall display 
with easel back for possible use as a 
counter card; a 5x7” pictorial decal, 
and a 4x6” bottle collar which could 
be easily attached to a six-bottle 
carton. All three displays were di- 
rectly related to the present adver- 
tising theme which prominently fea- 
tured the trim-looking, 
generation. 

In addition to the catalog and fre- 
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Catalog Cover ... Pepsi-Cola’s 1953 dis- 
plays were described and illustrated in this 
catalog distributed to all dealers. The red 
leatherette, embossed cover was designed 
by Alexander Nesbitt and the catalog pro- 
duced by Strawberry Hill Press. 
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quent bulletins announcing the pro- 
duction of new displays, a supple- 
mentary catalog is forwarded to 
bottlers. This publication illustrates 
novelty items approved by the 
Pepsi-Cola Co. Unlike the general 
point of purchase catalog, the sale 
of this material is not directly han- 
dled by Pepsi-Cola. These items are 
purchased by bottlers from desig- 
nated manufacturers. The com- 
pany’s only concern with novelty 
items is to check the solvency of the 
manufacturer, obtain legal approval 
on use of the material, check prices, 
and insure a faithful reproduction 
of the Pepsi-Cola trademark. 

Among the many items offered in 
this novelty catalog are book match- 
es, pens, pencils, cigaret lighters, 
money clips, bottle openers and pa- 
per serving hats. This material is 
always in demand and can be used 
either as give-aways or premiums 
by the Pepsi-Cola bottler. 


> During the course of the year, the 
bottler can order his promotion 
pieces through the general point of 
purchase catalog, the supplementary 
bulletin mailings, or the novelty cat- 
alog. Under no circumstances is he 
obligated to buy any one display 
offered. However, a certain amount 
of his advertising budget must be 
devoted to purchasing display mate- 
rial. But as to the type and number 
of displays ordered, this is left to the 
bottler with the recommendations of 
Pepsi-Cola representatives. 

This system has proven to be the 
most effective means of promoting 
uniformity of displays throughout 
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Identification Gimmicks . . 
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the country. Since the franchised 
bottler respects the judgment of 
the company’s representatives, little 
if any difficulty is encountered in 
securing nation-wide uniformity of 
displays. Also, it would certainly 
prove impractical for any one bot- 
tler to buy independently and not 
take advantage of savings effected 
through the enormous purchasing 
power of Pepsi-Cola. 


> To further promote interest and 
understanding of the point of pur- 
chase program, every Pepsi-Cola 
national convention reviews in de- 
tail the following year’s plans. The 
entire program is concisely pre- 
sented to the bottlers through booth 
displays and visual aids. Such a com- 
prehensive presentation gives the 
bottlers the information they de- 
serve. And together with their co- 
operation the success of the promo- 
tion program is certain. 

However, the over-all operation 
cannot always meet the special point 
of purchase needs of a bottler. Any 
unusual display problem arising in 
a territory is solved by the develop- 
ment of appropriate material, For 
example, billboards and road signs 
will catch the motorists at the ap- 
proaches to town should a bottler 
have a transient consumer problem. 
In crowded urban markets, over- 
window assemblies, decals and win- 
dow streamers are a must for exte- 
rior showings. Rack displays, counter 
cards, wall cards, or any quick- 
product identification pieces, will 
profitably answer any urban market 
problems. 44 
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. Pepsi-Cola distributes a variety of identification gimmicks 
to fountains, gas stations and stores. They include: A 27” outdoor thermometer, produced 
by Ohio Thermometer Co.; A 6” plastic ivy wall display, produced by Kirby-Cogeshall- 
Steinau Co.; 25’ rolls of corrugated valances, supplied by Kulay Sales Promotions Corp.; 
crown medallion for hanging, produced by Philadelphia Badge Co. 








THEY ‘TELL’, 
NIGHT 
and 
DAY 


Metal signs of top 
quality and of every 
type—Roadside, Point- 
of-Purchase, Curb, 
Tacker, Hanger and 
Bracket, Cut-Out or 
Reflectorized — are 
available in durable 
screen process for 
long-lasting, effective 
advertising. Scores of 
Nationally known firms 
have used GRACE Signs 
to sell, for 40 years! 


SEND FOR CATALOG NOW! 
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Sate! 


WHAT ARE 
YOUR NEEDS? 















SIGN & MFG. CO. 
3600 S. 2nd ST. * ST. LOUIS 18, MO. 











Kleen-Stik Produces 
New Dispenser Model 


A new lightweight hand-operated 
dispenser for Kleen-Stik pressure- 
sensitive labels has been introduced 
by Kleen-Stik Products Inc. (Chi- 
cago). The unit, similar in design to 
the company’s automatic model, 
feeds the labels and at the same time 
separates them from their protective 


covering 


A ready-to-apply label is dis- 
pensed each time the hand-operated 
lever is depressed. This operation 
automatically the label 
covering. The 
compact stainless steel unit handles 
all sizes and shapes of Kleen-Stik 
labels up to 2” wide with a 
pull of 240”. 

Further details and prices 
available from the company. 
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WE SERVE LEADING 
MANUFACTURERS OF 
BRAND NAME PRODUCTS 
FROM COAST TO COAST 


OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI 

OHIO 


Representatives in Principal Cities 


Silk Screen Convention 
To Show New Advances 


Many important technological ad- 
vances which vitally affect the prog- 
ress of the screen process printing 
industry will be shown at exhibits 
planned for the fifth annual conven- 
tion of the Screen Process Printing 
Assn., International, Nov. 1-4, at the 
Hotel Statler (New York). 

Exhibitors will occupy the entire 
18th floor roof top of the hotel while 
the mezzanine will be devoted to an 
art exhibit of work produced by 
SPPA members. Admission to the 
roof top will be open to convention 
registrants and their guests, but the 
mezzanine show will be open to the 
general public. 7% 


Rubber Mats Described 


A sample mat, hand cut, incor- 
porating any company’s advertising, 
is offered free in a folder describing 
its rubber “Advermats” by Perfo 
Mat & Rubber Co. (New York). The 
folder also illustrates five examples 
of advertisers’ uses of the rubber 
mats—samples include both change 
and floor mats. Dimensions ranging 
from 22x14” to runners 87x19” are 
listed in the brochure. 


For your copy circle N 


POINT OF PURCHASE Advertising on pressure- 
sensitive Topflight Tape is now easier than 
ever to place in more places, quicker. Instead 
of a few men with large rolls, many men with 
smaller rolls can place your messages in many 
places simultaneously. Tape is kept clean and 
fresh, tape is easy to dispense and yet the dis- 
penser costs so little you can afford to throw 
it away when empty. 


Topflight Miniature Dis- 
pensers are expendable! 
Write for descriptive 
folder and sample. 


TOPFLIGHT TAPE COMPANY 


CHICAGO * 


YORK, PENNSYLVANIA e NEW YORK 
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Dealer’s Choice . . special 
message’ sign produced by American Decal- 
comania for Old Gold cigarets provides 
space for the dealer to apply a second decal 
containing a message of his choice. 


. This new 


American Decal Produces 
“Special Message” Signs 


A new type of decal spot window 
sign which allows a “special mes- 
sage” panel to be inserted in the 
sign has been designed and pro- 
duced for Old Gold cigarets by 
American Decaleomania Co. (Chi- 
cago). 

The sign actually consists of two 
decals—the main sign itself, illus- 
trating Old Gold “king size” and 
“regular size,” and a separate panel 
which is applied over a blank space 
which has been pre-allowed in the 
main sign. After the “special mes- 
sage” panel has been applied, the 
entire sign is then applied to the 
storekeeper’s door or window. 

This new type of decal sign makes 
it possible for the individual dealer 
to select a “special message” per- 
taining to his specific type of busi- 
ness, to be included with the Old 
Gold sign. Among the many “special 
messages” offered for inclusion in the 
decal sign are: “We Deliver;” “Our 
policy, Quick service—Low prices;” 
“Vending Machine inside;” “Good 
food—Well served;” “Carry out serv- 
ice;” “Money Orders Sold Here;” 
“We Cash Checks,” etc. Special mes- 
sage panels have also been made up 
in various foreign languages stating, 
“(foreign) language spoken here” for 
dealers operating in districts where 
languages other than English 
commonly spoken. 

Other “special message” panels al- 
low the dealer a writing surface 
which permits him to write in his 


are 


phone number or store hours—‘For 
Emergency Call -” or “Store 
Hours a.m. to p.m.” 4 4 
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Topflight Develops New 


Self-Sticking Displays 


Signs with pressure-sensitive ad- 
hesive on the printed side are a new 
development just announced by Top- 
flight Tape Co. (York, Pa.). Designed 
for use on windows, show cases, doors 
and other glass installations, the new 
product has been named Glas-Stix. 

Topflight has produced an adhesive 
that is transparent, will not affect 
printing ink colors and will stick on 
printed surfaces. A protective paper 
covers the adhesive surface until the 
printed sign is ready to be used. Both 
sides of the Glas-Stix impregnated 
paper stock can be printed, so that 
an advertising message can be read 
from inside or outside the glass. The 
self-sticking sign can be applied 
easily without use of water or paste. 

Glas-Stix can be printed letter- 
press or lithographed in any number 
of colors, including full process work. 
Individual pieces can be trim-cut, 
die-cut or round cornered. 

The company has produced a folder 
showing four examples of the signs 
and explaining how to apply them. 
The folder and samples of Glas-Stix 
are available from the company. 


Here’s handsome identification that 
“sells” the U. S. National Bank to 
Omaha. Canopy floodlights illumi- 
nate this beautiful sign of fluted 
aluminum and gold . . . changeable 
numerals keep it timely and effec- 
tive. It works around the clock and 
from year to year! 
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illuminated sign 





designed to identify 





dealers across 









the country for 
Motorola, Inc. 
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NEON PRODUCTS, INC. 


America’s largest and most experienced 
manufacturers of illuminated signs. 
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500 Neon Avenue, Lima, Ohio 
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investment 
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GOA 


Why not let GOA spark your elee- 
trical and identification signs this 
way? Whether you need one sign or 
a thousand, the experience of the 
entire GOA organization is at your 
service. Call your nearby GOA 
branch office for full information, 
or write: 


























































































































515 SOUTH LOOMIS STREET 
CHICAGO 7, ILLINOIS 
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send today 
for your free 
typographic 
handibook 


Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-11 
Chicago 11, Illinois 


Gentlemen: Please send me a free copy 


of your 78 page Typographic Handibook. 


name 
firm: 
address 


city 


48 


an unequalled service for those who specify type... 


For you who have an intimate knowledge of typography, Monsen has more 
than 750 type styles from which you can choose . . . a face, a weight, a size 
to express the exact feeling or color you want ... from a quiet whisper to a 
resounding smash . . . from delicate femininity to rugged masculinity. 

At Monsen, highly trained typographers follow your instructions pre- 
cisely . . . taking the painstaking care and adding those minute refinements 
which cannot be specified but which spell the difference between average 


and excellent typography. 


and those who leave it to others 


Should you wish to free yourself of typographic mark up. . . to leave it to 
others... you can rely on the sound judgment and good taste of your 
Monsen Service Man. He is a trained artist-typographer, assigned to your 
account to give you constant personal attention . . . to learn your needs... 


to see that you get the finest typography available ... and that you get it 


when you want it. 


This handy 78 page book shows sample lines of hundreds of 
type faces and gives helpful information about each, including 


the average number of characters to the inch. A real working 


~ e 
Na h <A tool for those who specify or buy typesetting. 
H 
"Say 
s 


Serving the typographic needs of customers in 48 states & throughout the world 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D.C., 509 F ST. N.W. 


Monsen-Chicago, Inc. 


22 EAST ILLINOIS STREET, CHICAGO 11, ILLINOIS 


Advertising Requirements 





When Fred Weber sees a rough 
layout, he studies it like a painter 
studying a partly completed can- 
vas ... then he plans his typo- 
graphy by 


Painting in HS 


By Fred Weber 
Typographer 
N. W. Ayer & Son 
Philadelphia 


The best typography in an adver- 
tisement is like the best background 
movie music. It never jumps out at 
you. It blends into the style and 
character of the advertisement so 
that you’re hardly aware of it as a 
distinct element. But let it get out of 
hand, and it can distract, sometimes 
even repel, a reader. 

That’s all well and good, you say. 
But isn’t it mainly a matter of luck, 
or a sixth sense, this blending of 
typography and artwork? After all, 
you can’t squeeze out a dab of words 
and mix them into a little pat of 
illustration and come up with a nice 
blend of the two—the way a painter 
mixes oil. Well, perhaps not quite, 
but it’s not so far from the truth at 
that. 


> When I first see the rough layout 
of an advertisement, I study it the 
way a painter would study a partly 
completed canvas. Then I decide 
how to paint on the ad in greys and 
blacks in order to get the best pos- 


The Author ... Fred Weber joined N. W. 
Ayer & Son in 1929. Now head typographer, 
he has worked on such campaigns as the 
De Beers diamond advertisements, Con- 
tainer Corp.'s ‘Great Ideas’ series, Plymouth, 
Cannon towels, Boeing and Caterpillar 
Tractor. 
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sible final effect. How do you paint 
in greys and blacks? 

Everyone who works with type 
realizes that different type faces and 
different weights of type have varied 
“color.” Light-weight type and small 
sizes are light in color, and heavy 
and large types are bold. Type, 
therefore, has tone. And the selec- 
tion of the correct tone is what I 
mean by “painting in greys.” It can 
make a block of text harmonize or 
contrast with the other elements in 
an advertisement. In fact, it’s just as 
important to establish and specify 
the type of its weight or tone value 
as it is to determine the screen valu- 
ation of a black-and-white halftone. 


> I classify this tone value of type 
into four distinct groups: 

Light 
© Medium 
® Bold 
e Grey 

To visualize them more exactly, I 
compare them to screens of engrav- 
ings. Light-tone types, for example, 
range in value from 10 to 20%. 
Types of medium tone have a screen 
value from 30 to 60%. Bold-tone 
faces are the heavy or extreme 
weights, and the grey tone is an in- 
between value which is used to em- 
phasize medium and bold values. 


> In many of the families of type 
used in advertising copy, there are 
complete ranges of these tone values 
in addition to the consistent and uni- 
form jumps in type sizes. Sans-serif 
type families, for example, include 
light, medium, demi-bold, bold and 
extra bold, all representing grada- 
tions of tone value. Older faces, such 
as Bodoni, are cut in Book, Medium, 
Bold and Ultra Bold, along with 
Italics. This range of weights, plus 
the various point sizes of typefaces 
allow a typographer to choose the 
size and face and determine the 
amount of leading needed with the 


same precision he uses in selecting 
the percentage value of halftone 
screens. 

In fact, tone value for type fami- 
lies can be developed so that a text 
type for an advertisement can be 
selected by the same percentage 
method used in choosing screen 
tints. Egmont Light, for example, 
has about the same weight or tone 
value as the 10“ screen. Bodoni Book 
has about 40° tonal value. You can 
evaluate other faces right up to solid 


black. 


> What’s the practical value of this? 
Well, with such a valuation of each 
typeface, the layout man can pick 
the required face quickly by asking 
for a certain percentage of tone val- 
ue. Instead of specifying a particular 
branch of a family and size in Gara- 
mond or Baskerville, he can call for 
“20% tone value” in any one of a 
dozen families if he wants a moder- 
ately light text. If he wants more 
boldness, he can ask for Garamond 
Bold, 50%; Girder Bold, 80°%, or 
right on up to Cheltenham Bold, 
90%. And if he wants to get the same 
solid black effect an engraving with- 
out screen gives, he can use Futura 
Bold or Airport Black. 

Does this classification of types by 
tone value reduce type selection 
down to a rigidly automatic process? 
Not at all. The style of face desirable 
still depends largely on the illustra- 
tion and style of layout. If the type’s 
too strong it will overshadow the 
illustration. If it’s too weak and 
washed out it won't carry the mes- 
sage. Length of copy also affects the 
choice of type. Also, more than one 
tone value may be desired in the 
text blocks of the layout. 

Sometimes you want to get a 
strong text type contrast with other 
elements of the layout. The result 
will give a clashing effect if the lay- 
out man does not handle his tone 
values with skill and understanding. 
To get harmony and balance, he has 
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inyone in your office... 

can set perfect head-lines, and 
body text, with Fototype. 

A stenographer set this entire ad!) 
Cuts type costs by as much as 90%. 
Use for house organs, ads, 

direct mail, catalogs, brochures 
—even letterheads! 

Clean, sharp characters for offset, 
zines or silk screen reproduction. 
Over 250 type styles and sizes. 
Send for your free copy 


of Catalog 53 today! 
FOTOTYPE = 


d me your 
rr. + 


FREE ( atalog 
» mal 


ad sizes of 


Fotot pe 
NAME 
FIRM _ 


the readers 
of AR spend 


$3,000,000,000 


AR goes only to actual buyers of 
advertising materials, equipment, and 
services, and goes to far more of 
them than are included in the audi- 
ence of any other publication. 


It provides the specialized editorial 
information which these buyers need 
and want, and which they cannot 
obtain anywhere else. Editorially and 
circulation-wise, Advertising Re- 
quirements covers your field specifi- 
cally, with power and penetration 
never before available. Write today 
for details on the truly amazing re- 
sponse which this new publication is 
producing. 


Grdvert ising 


Requirements 
200 E. Illinois St. Chicago 11, Il. 


to increase or decrease tone values 
much the same way an engraver 
etches or burnishes a halftone to get 
just the desired percentage value. 


> A more complicated job of paint- 
ing with greys occurs when the type 
is to be surprinted on a screen back- 
ground of color. In this type on tone 
painting, the typographer must 
know beforehand how various type 
faces and weights reproduce on dif- 
ferent background tones. The wrong 
combination of type on tone may 
produce a background too dark for 
the type, destroying readability. Or 
it might create such a bold effect 
that it would steal emphasis from the 
rest of the advertisement. But by 
applying the tone-value principle 
for combining type and screen it’s 
possible for the typographer to avoid 
these mistakes. 

Leading is extremely important 
to provide maximum readability. 
And it’s absolutely necessary in such 
reverses as white on black or grey. 
Of course, you can’t forget that in 
selecting type for reverses, a number 
of type faces with fine lines are auto- 
matically eliminated. They are likely 
to fill up in the printing. Sans-serif 
and heavy-serif types are 
practical for such reverses. 


most 


> In the final analysis, the typo- 
graphic part of every advertisement 
must be as carefully created as the 
idea in the copy. For like the idea, 
it has the responsibility of reaching 
the reader, conveying a message. 

And often, after considering sev- 
eral ways to paint in greys, I have 
found that the simplest typographic 
effect is the best. But, as in all phases 
of advertising, that simplest effect is 
the most difficult to achieve. 

How far can you carry this tech- 
nique of painting in greys? A few 
years ago we redesigned the print 
shop in the Ayer building in Phila- 
delphia. When the painters arrived 
they had a number of standard ideas 
on tans, greens and other hues. But 
by using the four values—Light, 
Medium, Bold and Grey—the print 
shop was painted in the four tones 
like a well-balanced black-and- 
white Plymouth advertisement. 44 


Mademoiselle Develops 
New Display Typeface 


A brand new display type which 
will give it an entirely new typo- 
graphic appearance has been devel- 
oped for Mademoiselle magazine. 
The new type will be called “Mad- 
emoiselle.” 

The new type, which will be fea- 
tured throughout each issue, was the 
creation of noted designer Tommy 


This is the 
New 


Mademoiselle 


Type 


Thompson. In designing the type, 
Thompson collaborated with the 
magazine’s editor, art director and 
production manager. This is the first 
type face in many years commis- 
sioned for a magazine’s particular 
use that also will be available to 
the trade. 

Especially designed for contempo- 
rary editorial and advertising usage, 
the Mademoiselle type will be a 
striking departure from traditional 
book faces. It is condensed and so 
proportioned that it permits the set- 
ting of more characters in an allo- 
cated space than the early alphabets. 
Basically American, it shows certain 
influences stemming from the Eng- 
lish and American foundries of the 
middle 19th century when modern 
printing standards were established. 


>The matrices for foundry castings 
were engraved by the Baltimore 
Type and Composition Corp., from 
patterns prepared by the designer. 
The type will be made available for 
general use in 42 and 48-point sizes. 
Smaller sizes will follow. The face 
also will be available for photo com- 
position in any required size from 
Photo-Lettering Inc. (New York). 


\lademaiselle 
‘ ‘y a 


New Look ... The new type face de- 
signed for Mademoiselle is featured on the 
cover and also is being used for display 
throughout the magazine. a 
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Bauer Imports Venus 
Extended Typeface 


Venus, a family of typefaces well 
known throughout Europe, is being 
imported for use in the U. S. by 
Bauer Alphabets (New York). The 
new faces are being offered to cap- 
italize on the current trend toward 
extended typefaces (see “The New 
Trend: Wide Types,” August AR, 
page 60). 


Venus Light Extended 


Professional study 
ROCK CRYSTAL 


Cast in sizes from 18 


Venus Med 


Acknowledgment 
SHAKESPEARE 


Cast in sizes from 18 to 4 


Venus Bold Extended 


Lake of Geneva 
CHAMPIGNON 


Cast in sizes from 181 


Marine Boats 
TELEGRAPHY 


Cost sizes fr 


Typographic Artist 
BIBLIOGRAPHER 


Venus is an extended sans serif 
face available in a variety of weights 
and sizes. The first weight to be 
imported by Bauer is Venus Extra- 
bold Extended. It is available in sizes 
from 18 to 54-point. 

Other weights, such as Light, Me- 
dium and Bold Extended with Italics, 
will be available shortly. Specimen 
sheets of the various Venus faces are 
available from Bauer. 


For your py rcle N 


Re k 


Catalogs List Filmotype, 
Folder Describes Process 
Two master-font catalogs for 
Filmotype composition and a folder 
describing the Filmotype _photo- 
composing machine for typography 
and hand-lettering have been pro- 
duced by Filmotype Corp. (Chicago). 
Filmotype is described as a photo- 
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composing machine capable of pro- 
ducing high quality type and hand- 
lettered lines from 10- to 144-point 
in over 500 popular styles and sizes. 
Sharp clean proofs, either positive 
or reverse, can be produced on paper 
or film. The complete operation of 
character selection, automatic ex- 
posing and line developing can be 
performed in normal room light. 
The machine measures 16x20x6”, 
is of all metal construction and 
weighs less than 40 pounds. Stand- 
ard master fonts contain complete 
upper case and lower case letters, 
punctuation, numerals and commer- 
cial signs. Up to 20 master-fonts can 
be inserted into the machine at a 


WARWICK PHOTOTYPE 
OFFERS 


time, providing easy intermixing. 
Special alphabets or custom symbols 
also can be supplied. The company 
says 10 minutes of instruction is all 
that is needed for easy operation, and 
composition costs less than 5c per 
foot. The machine is available on a 
monthly lease-purchase plan. 

The two catalogs, available from 
the company, are “Type Designs” 
and “Hand Lettering Styles.” The 48- 
page catalog on type designs has 
over 500 styles and sizes, including 
Roman, black-serif and sans-serif 
styles. The hand-lettering catalog 
contains 36 pages. 


For copy ircle 


Reader's Service Card 


cleaner, 
sharper 


REPRODUCTION PROOFS 


You’ve never seen really clean proofs 

until you’ve seen Phototype proofs. Machine-set 
photographically on a revolutionary 

new machine. Phototype is so razor-sharp 

it can be enlarged to several inches in 

height and still maintain perfect edges. 

You'll be amazed! This entire advertisement 
was set with Warwick Phototype. 

Write for complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. 


Dept. F11, 920 Washington Ave., St. Louis 1, Mo. 


Overnight by air mail from most of U.S. 


WARWICK PHOTOTYPE 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 





To Suppliers of Products 


or Services for the 
PRODUCTION-PROMOTION 
-MERCHANDISING 


Phases of Advertising 


Advertising Requirements is the workbook of 
advertising for 21,000 buyers. . .your kind of buyers 
who read it avidly each month. They represent 

all known primary buying power in the 
production-promotion-merchandising field, among 
national, industrial, regional and large local 


advertisers, agencies and media. 
A monthly average of more than 10% of these busy readers take time to 


request information about editorially mentioned material designed to help them on 


their jobs. That’s active and enthusiastic readership. 
But it’s natural to ask, “Exactly who are the people who 
create this unusual response? What are their jobs and titles?” 
Because AR’s circulation is screened to provide coverage of primary 
buying factors, with specialized editorial service which seeks out your kind 
of buyers, an analysis of reader response should show the relative importance 
of “who buys” by title and classification. 
Following is an analysis, by classifications and titles, of 2512 readers 
who requested information on products and services mentioned in one issue: 


RES OER A ETRE OARS REINER AR MN i NE A I EE ECT EEE RRL 


General National, Industrial, Regional 
and Large Local Advertisers 


Advertising Managers 

Promotion and Merchandising Managers 
Public Relations and Publicity Managers 
Production Managers 

Art Directors 

Sales Managers 

Executives and Principals 

Advertising Assistants 

Miscellaneous ... 


Advertising Agencies (billing over $1,000,000) 

CLAGELE EL LPEPLLLILEE LEAL LEEELELLLEPEI EE PEELEE LS PELE ELE IEEE EE LE LLLERLEL ELLE LLL LEE ELLE LP LE POPPIES EE 
Production Managers 

Art Directors 

Account Executives 

Other Executives and Principals 

Miscellaneous 


Art Directors 

Account Executives 

Other Executives and Principals 
Miscellaneous 


Media 


Promotion Managers 
Circulation Managers 
Production Managers 
Editors 

Executives 
Miscellaneous 


Miscellaneous Categories 


Art Studios and Free Lance 

Printers 

Public Relations Firms 

General Miscellaneous 

Additional requests of previous respondents 


Items requested totalled 23,979 


Certainly reader response of this quality demon- 
strates that AR is the “how-to-do-it” and “where-to- 
buy-it” source of information which is most relied 
upon by the important buyers of advertising services, 
materials and supplies—that it is the best spot to tell 
your story to your kind of prospects. Try It! 


Advertising Requirements 


Published by the publishers of Advertising Age and Industrial Marketing 
200 E. ILLINOIS ST. ¢ CHICAGO 11, ILL. 
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WINDOW & STORE DISPLAYS 


YALE 


“SELECT-A-LOCK” 


wrt Ten merchandise display units 
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New Approach .. . One of the greatest innovations in lock merchandising is this self- 
service display designed to sell a variety of Yale locks. The customer can choose his lock 


without the aid of a sales clerk. 


developed by Yale & Towne 


have created a new sales 


approach for its locks 


Yale Gets Its Locks 





Until a few months ago, when you 
wanted a lock, you usually went to 
a hardware store and explained your 
needs to the salesman. He then dug 
into a drawerful of locks of all de- 
scriptions and came up with his an- 
swer to your problem. 

A series of merchandise displays 
produced by Yale & Towne Mfg. Co. 
(Stamford, Conn.) is rapidly chang- 
ing this method of selling locks. The 
company has produced a series of 
10 displays which demand entirely 
new sales methods. 

These displays, Yale & Towne has 
discovered to its gratification, have 
resulted in bringing out into the open 
a whole group of products which the 
retailer normally keeps in drawers 
and on shelves. They also have made 
locks an impulse item which people 
buy although they have not entered 
the store for the purpose of buying 
a lock. 


>The new lock displays have also 
resulted in new channels of retail 
distribution such as service stations 
and water-front gasoline suppliers 
where they are hung on walls; drug 
stores, stationery stores, and other 
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outlets where few locks have been 
sold in the past. 

According to James D. Young, 
general sales manager of Yale lock 
and hardware division, the new 
“show it to sell it” program has 


proven highly successful in tests 
carried on throughout New Eng- 
land. Aimed at increasing retail 


turnover of such Yale products as 
padlocks, nightlatches and such spe- 
cialty items as bicycle locks and tele- 
phone locks, the new program places 
heavy reliance on a wide variety of 
specially devised point of purchase 
retail sales aids. 


>In the present phase of the pro- 
gram, there are 10 separate counter 
and store product displays and dis- 
pensers. All are designed to get the 
merchandise out where it can meet 
the customer “eye-to-eye” and pro- 
mote impulse sales. The displays in- 
clude: 

e“The Yale Select-A-Lock,” is 
probably the greatest departure in 
point of purchase padlock merchan- 
dising. Designed to create impulse 
sales in such outlets as retail to- 
bacco, hardware, variety stores, gas- 


ut In The Open 


oline stations and lumber yards, the 
Select-A-Lock is a_ gravity-fed 
merchandiser that enables the cus- 
tomer to pick out his own packaged 
padlock from the colorful, informa- 
tive dispenser, without the aid of a 
sales clerk. 

The cardboard unit contains four 
each of four different padlock mod- 
els. Large pricing spaces adjacent to 
accurate pictorial presentations of 
each lock allow the dealer to write 
prices in figures large enough for 
convenient reading by customers. 
Copy on the display suggests nine 
possible uses for the locks—an im- 
portant aid to impulse sales—and 
gives five of the key sales features. 


e Three permanent display boards 
for six of Yale & Towne’s most pop- 
ular auxiliary locks and six popular- 
priced padlocks have been produced 
of wood. The two operating wooden 
mounts for the auxiliary locks are 
designed for counter or side swing- 
ing use. Each holds three lock units. 
A large yellow Yale key attached to 
each of the two displays lists the 
features of each lock and contains 
space for pricing. 
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Advertising Projector 


IDEAL FOR TRADE SHOWS, SALES 
MEETINGS AND POINT OF SALE 


%q a 
ONLY *”,. 


$14950 * 


The NEW ‘‘King-Size’’ model 
with the 4 ‘‘plus’’ features 


. 750 watt illumination 

. Direct projection 

. Square Screen 

. Shows all transparencies 
(Horizontal-Vertical-Square) 


For illustrated booklet, write Dept AR7 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 
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for FOTOTYPE 


AR produces “. . . more 
than two and one half times 
as many requests as from 
any other magazine’, says 
D. F. Buckingham, Presi- 
dent, Fototype Inc. 
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Permanent Boards . 


Nearer gor Seeunty 


. As part of its new merchandising program, Yale developed these 


permanent display boards for its six most popular locks and six padlocks. The wooden mounts 
for the locks are designed for counter or side swinging use. 


The wooden padlock board, color- 

fully decorated in yellow, red and 
black, displays six locks and their 
prices on one side, and on the re- 
verse, lists the functional uses of 
each padlock to aid customers and 
sales clerks. It also can be used as a 
counter or side swinging display. 
e Five carded merchandise units 
contain four or six locks packaged 
in individual polyethylene bags to 
keep the products fresh and clean. 
Designed to create impulse sales in 
sporting goods, stationery, drug, bi- 
cycle, automotive and similar retail 
outlets in addition to regular hard- 
ware stores, the colorful display 
cards feature informative selling 
copy and large pricing spaces. 

In addition to two cards each con- 
taining six regular padlocks, there 
are cards for three specialty locks— 
combination padlocks, one-piece 
Ziplock for bicycles, carriages and 
duffle bags, and telephone locks 
which are attached to phones to pre- 
vent outgoing calls unless unlocked 
by a key, yet allowing incoming calls. 
The Ziplock and combination pad- 
locks are mounted four units to a 
card; the phone locks, six units to 
a card. 

e A sixth card unit contains six Yale 
“Nugget” locks, one of the company’s 
top sellers. The Nugget padlocks 
are individually carded and enclosed 
by transparent plastic bubbles. The 
individual cards are then mounted 
on colorful, informative and expend- 
able display cards. Each individual 
card carries the copy, “Assured se- 
curity for your personal valuables.” 
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Card Displays . . . These six cards were 
developed by Yale to create impulse sales 


in retail drug, stationery, tobacco and hard- 
ware stores. 
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The display card then suggests uses 
including tackle boxes, gun cases, 
tool boxes, golf bags, cabinets, brief 
and sample cases, trophy cabinets, 
strong boxes and bowling bags. An- 


other copy panel suggests: “The 
perfect gift for a friend... or your- 
self.” 


All of the display cards are pro- 
duced of heavy cardboard and are 
both lithographed and silk-screened 
in color. They are provided without 
charge to dealers. 
> To introduce the new program, 
Yale & Towne is employing specially 
trained crews of field representatives 
in a direct campaign to demonstrate 
the new merchandisers in primary 
and secondary retail outlets through- 
out the country. These special crews 
of four men each are assigned to im- 
portant market areas to supplement 
the activities of the company’s regu- 
lar field sales organization. 

The special representatives intro- 
duce all elements of the merchan- 
dising program directly to the re- 
tailers. Orders from retailers are 
turned over to the hardware whole- 
salers indicated by the retailers. 44 


Schutz Booklet Filled 
With Display Examples 

Unusual use of materials high- 
lights 16 examples of the wide va- 
riety of displays shown in a booklet 
produced by Thomas A. Schutz Co. 
(Chicago). The displays utilize a 
wide range of materials including 
plastics, wood, metal, Kentley Board 
and lithographed cardboard. 

Among the unique designs are an 
“Atomic” display for Ford Motor 
which combines plastics, motion and 
light; a replica of the famous Parke- 
Davis balance display; a 
wooden counter frame for View- 
Master, and a Hallmark Christmas 
window display. 

The attractive booklet has an at- 
tention-getting gimmick in the cen- 
ter section. The die-cut top of the 
page, with the words “Schutz P.O.P. 
displays,” pops up when the pages 
are opened. 


For your py rcle No. 1127 
Reader's Service C 


Show Zipprodt Displays 
A variety of different types of 
colorful point of purchase displays 
is illustrated in a brochure distrib- 
uted by Zipprodt Inc. (Chicago). 
Among the seven displays shown 
are a counter merchandiser for 
Drene, Prell and Shasta shampoos; 
a lighted framed window display for 
Sheaffer Pen, and a cardboard floor 
stand with three shelves to hold Ford 
car cleaning accessories. 
For your copy rcle No 1128 
Al 
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BaRyY POWDER 


“Out-front” position for your displays in dealer outlets 
is of vital importance—for here, very often, is the 
“pay-off” point for all your other advertising efforts. 


Check the striking displays that get preferred position 
in windows and on counters, for such leading advertisers 
as Standard Brands, Virginia Dare, Gulf Oil, Remington 
Rand, Royal Typewriter, Schenley Industries, 
Congoleum-Nairn, National Distillers, The Mennen 


Company, and others. 


You will find, in many cases, that these highly original, 
sales-stimulating displays were created by LUTZ G 
SHEINKMAN ... produced by L & S Color Lithography 
—natural color reproduction at its finest. 


Have L & S create the new, the fresh, the different in 
your displays—to spark sales at point-of-purchase! 


® 


Member 
POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. 


The arresting, eye-stopper Mennen display 
illustrated—well received and prominently 
featured by dealers everywhere—was 
created and produced by L & S. In multi- 
plane and full color, the display has rose 
petals which stand out from the background 
and are curved to the actual shape of a rose. 


»& HEINKMAN 


PECIALISTS 


Y r, ¥ 

a UTZ & 

4 ITHOGRAPHI 
Color Lithographers since 1896 


421 Hudson Street, New York 14, N. Y. © WAtkins 4-2000 


free consultation 


on P.O.P. problems 
BY ONE OF THE TOP 
DISPLAY ORGANIZATIONS 
Designers and fabricators of 
displays of wood, plastic, 
metal, glass — illumination, 
motion. For dealer helps (in 
quontity) that really help, 
write for literature, infor- 


mation or CALL 


COPELAND 


displays, inc. 
537 W. 53rd ST., N.Y. 19 
CO 5-5621 


HOLDS DISPLAY TO ANY SURFACE 


A) UE a 


LION STREE 


549 WEST F 


CALL—WRITE— WIRE US FOR 
dimensional displays 


a Meee a 
Any subject, lithe or screen. Quantity adv 
frames, authentic wood grains. Product 
eT 
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~*eather-, Lite leer ae 
1516 N. Gardner +. Hollywood, Cal. - HO 5-2153 
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Thorough 
y Washington 
Coverage In 
Advertising Age 


‘Topay, more than ever 
in America’s history, the eyes of 
business are on the Nation’s Cap- 
itol. Stanley E. Cohen, AA’s 
Washington Editor, does a bril- 
liant job of reporting legislative 
proceedings and the decisions of 
special bodies, such as the Fed- 
eral Trade Commission, that are 
of great interest and importance 
to admen and advertisers. AA’s 
Washington news alone is suffhi- 
cient reason for your subscription 
to “The National Newspaper of 
Marketing.” 


One full year of AA—52 issues 
—only $3.00—-SUBSCRIBE NOW 
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The Humorous Touch .. . Charles Antell, Baltimore cosmetic maker, decided that women 
react favorably to a touch of humor in advertising. The idea was executed by Einson-Freeman, 
(Long Island City, N. Y.) in this eye-catching full-color window display that uses a pun as an 
attention getting headline. Charles Antell reports that dealers have been enthusiastic about 


the new display for Formula 9 and shampoo. 


Molded Rubber Display 
Foods Shown in Folder 


Sets of amazingly life-like artifi- 
cial food items, to help sell refriger- 
ators, ranges and deep freeze units, 
are described and illustrated in a 
brochure published by Old King 
Cole Displays (Canton, O.). 

Many of the items, such as fruits, 
vegetables, simulated turkeys, are 
realistically concocted of molded 
rubber. Other items included in the 
sets are dummy frozen food and milk 
cartons, artificial pies and baked 
goods and tinfoil wrapped foods. 
Three different sets—refrigerator, 
consisting of 76 pieces; oven, 18 
pieces, and deep freeze, 32 pieces 
are available at prices ranging from 
$22.50 to $29.75. 


For 
Reader 


Mosler Safe Designs 
Lock Model Display 


A pocket size model of a combina- 
tion safe lock is the unique display 
idea developed by Mosler Safe Co. 
to promote its new line of label rec- 
ord safes. 

The model is an exact replica of 
the new “Counterspy” lock being 
used on the three new safes intro- 
duced by Mosler. The model is 
mounted on a Lucite base and its 
dials actually can be turned by cus- 
tomers. The display was sent to 


Mosler dealers participating in the 
company’s nationwide campaign for 
the new safes. 

Mosler launched one of the most 
intensive merchandising campaigns 
in office equipment history with a 
full-color, two-page spread in the 
Saturday Evening Post—the first 
time full-color space has been used 
to sell safes to consumers. Mosler 
also is providing dealers with a 
“share-the-cost” advertising allow- 
ance to encourage local newspaper 
advertising. 

For use at local levels, the com- 
pany is supplying dealers, beside 
the “Counterspy” display, a selec- 
tion of newspaper mats, direct mail 
kits, counter cards and a large teaser 
window display. 


Counterspy ... Mosler Safe Co. supplied 
its dealers with pocket size models of its 
new combination safe lock, ‘Counterspy,”’ 
to promote a new line of safes. The display 
is mounted on Lucite and has dials which 
actually work. After sales calls, the model 
can be used as a novel paperweight. 4 4 
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V-M Launches Window 
Display Competition 


In cooperation with Coronet, V-M 
Corp. (Benton Harbor, Mich.) is 
sponsoring a dealer window contest 
featuring displays of V-M phono- 
graphs. The top four windows will 
win for retailers $100, $75, $50 and 
$25. 

Distributors and salesmen also will 
have an opportunity to win a prize. 
The distributor salesman within each 
V-M territory responsible for the 
greatest number of window displays 
will receive a $100 award. The con- 
test is running from Sept. 1 through 
Oct. 31. V-M is offering its retailers 
a variety of promotional materials to 
help them set up their displays, while 
special display kits are being fur- 
nished by Coronet. 

A panel of judges selected by 
Coronet will select the four winning 
displays from photographs  sub- 


mitted by contestants, 44 





Reflections on Display ... A 15!/2” 
mirror is a dominating new display device 
manufactured by Mirro-Products Co. (High 
Point, N. C.). The mirrors are mounted on 
Vg” composition back fastened with nickeled 
clips and adhesive. The packages were cut 
from lithographed posters and permanently 
affixed so that they show through the mir- 
ror. Package reproductions may be silk 
screened in case litho prints are not avail- 
able. The display mirrors are available in 
a variety of sizes. 


Cigaret Display Racks 
Offered to Retailers 

Metal display racks, designed to 
accommodate all brands, both king- 
size and regular cigarets, are being 
offered free to retailers by P. Loril- 
lard Co. (New York), maker of Old 
Golds. 

The shelves of the racks are con- 
structed extra wide to hold cartons 
of king-size cigarets. Retailers have 
a choice of four models: Floor model 
160, holding 160 assorted cartons; 
Model 260, floor type, holding 260 
cartons; a floor model, holding 234 
1953 
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Cigaret Merchandiser . . . Old Gold 
is offering this floor model merchandiser 
free to retailers. This model holds 160 car- 
tons of both king-size and regular cigarets 
and functions as a ‘complete cigaret de- 
partment. 
available. 





Three other models are also 


half-cartons and a cash-register fix- 
ture that clamps onto the top of a 
cash register and accommodates 
single packs of cigarets. 

Each of the racks comes with name 
plates to identify the rows of ciga- 
rets by brand name. An ad for Old 
Golds forms the side panel of each 
fixture. 44 
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Pride of Brides .. . Taking advantage 
of the summer bridal season, this display 
for American Beauty electric irons, drama- 
tizes the slogan, ‘Pride of Brides for Three 
Generations." The double easel set-up with 
platform for displaying the iron, features 
pictures of brides of three generations in 
costumes of each period. The full-color 
piece was designed by Allman Co. (Detroit) 
and produced by Kindred, Maclean (Long 
Island City, N. Y.). The display was tested 
along with several others, by American 
Beauty in key outlets across the country 
This display proved to have the most dealer 
customer appeal. 





FRAMAD 


ADVERTISING REPRINTS 


FOR 


This beautiful limed oak self sup- 
porting frame will present your 
advertising story in your dealers’ 
windows or interiors at small cost. 
It holds up to 12 reprints. As shown, 
or with your slogan on the glass and 
your name on the base FRAMAD 
is available in any quantity from 
100 up, packed for individual ship- 
ment. It is furnished in either 


“TIME” or “LIFE” page size. 
See it yourself! A sample FRAMAD 


will be sent anywhere in the U. S. 
postpaid for $5.00. 


This display fixture—which will be 
brought up-to-date each time you 
provide new reprints will give 
your dealers years of service. For 
full details contact our local rep- 
listed write 


resentative below or 


direct to 





11 East Walton Place 
Chicago 11, Illinois 


Designers and Manufactur- 
ers of Permanent Displays 


LOCAL REPRESENTATIVES 
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Readers 


Ar 
Response 


AR’s readers are looking 
for help on their jobs. 
When something of 
interest is presented, they 
respond. And how! For 
example, here is the record 
of response on four items 


mentioned in one issue: 
@ A paper company re- 
ceived 751 inquiries for a 
letterhead design booklet. 
@ A typographer received 
424 requests for specimens. 
@ A sales organization re- 
ceived 455 inquiries for an 
incentive plan. 

@ An art supply house re- 
ceived 556 inquiries about 


a new process. 


B hvertisin g 
< 
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200 East Illinois Street 
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FOR SUSPENDING MOBILE DISPLAYS 
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49 WEST-FULTON STREET CHICAGO 6, ILL 


Display Manual... This 30-page man- 
val on displays has been published by The 
Reyburn Mfg. Co. It is available at 50¢ 
per copy. 


Reyburn Offers Manual 
On Art of Good Display 


A 30-page booklet entitled “The 
Art of Using Good Display” has been 
published by Reyburn Mfg. Co. 
(Royersford, Pa.). The booklet ex- 
plains the basic rules for attention- 
getting displays, proper use of color, 
how to choose pleasing color com- 
binations, effective uses of display 
materials and accessories, displays 
for special events, etc. 

Included in the booklet are 
swatches of various display materials 
produced by Reyburn. Over 150 illus- 
trations, many of them step-by-step 
“how to do it” drawings, are a part 
of the booklet. Copies are available 
from Reyburn for 50¢ each. 44 


Introduce Ceil-Stick 
For Mobile Displays 


A new adhesive product, especial- 
ly designed to hold mobiles and 
other suspended displays, has been 
introduced by Durable Rubber Prod- 
ucts Co. (Chicago). Ceil-Stick is ap- 
plied by merely peeling off the pro- 


Sd Hx 


“You've made a mistake . . . that display 
goes in the window next door!”’ 


tective covering and pressing it firm- 
ly to the surface. Constructed of 
sponge rubber with specially applied 
adhesive, it is available in a variety 
of sizes and colors. Further details 
are available from the company. 


For your copy circle No. 1130 on the 
Reader's Service Card inside back cover 


Many Display Uses 
For Recording Unit 


A compact unit containing both a 
recording and play-back device has 
been developed by Mohawk Business 
Machine Co. (New York). Actually 
a miniature tape recorder, the Mo- 
hawk Message Repeater is only 
642” x 534” x 5%” and weighs less 
than six pounds. 

The device has been developed for 
a variety of uses, including “talking” 
displays. It has a built-in speaker 
and a plug-in for external loud- 
speakers, mike, booster amplifier and 
activation devices. It can be ac- 
tivated by photo-electric cells, hy- 
draulic switches, micro switches, 
pneumatic foot switches, capacity 
pick-ups, time clock controls, push 
buttons, etc. 

A removable tape cartridge, about 
the size of a pack of cigarets, is used 
to record any message. The tape can 
be erased and new messages re- 
corded. Messages can be broken 
down into any number of intervals 
making up a total of two minutes. 


> Details of the Message Repeater 
are described in a six-page folder 
issued by Mohawk. Among the uses 
listed in the folder are: 


eIn retail stores among display 
counters to call attention to special 
buys. 


e Attached to pumps in gasoline 
service stations to deliver a sales talk 
while the tank is being filled. 


eIn appliance stores to deliver a 
selling message when a door is 
opened, etc. 


For your copy circle No. 1131 on the 
Readers Service Card inside back cover 


Quick Change ...A complete year-round 
display unit has been introduced by Dr. 
Posner Shoes, Inc. The unit features perma- 
nent limed oak benches and a shadow box 
frame. There are changeable display cards 
for four different seasons affecting children’s 
shoes sales—Easter, summer, back-to-school 
and year-end holidays. 
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By du Maresgq Clavell 
Vice President in charge of 
production 
Ted Baldwin Inc. 
New York 

A leading medium for sales, public 
relations or institutional impact is 
the motion picture. An enormous 
number of 16mm projectors spread 
throughout the country, and a huge 
audience of film hungry people look- 
ing for entertainment, suggest that 
more of the advertising budget 
should be allocated in this direc- 
tion. 

Many advertisers do spend large 
amounts of money to make these 
pictures and training films, but 
much of this money is wasted, and 
many advertisers who could use this 
medium to advantage, firmly believe 
that a quality film in color is going 
to cost tens of thousands of dollars. 
This is not so, for a “Hollywood 
quality” film can be made for less 
than half the cost of a single color 
spread in some magazines. 

Before elaborating on techniques 
showing how this can be done, there 
are a few points I would like to 
bring out about the medium. The 
vast majority of people who see 
sponsored films are movie goers. 
It is inevitable that any film will be 
judged by Hollywood standards, irre- 
spective of cost, length or content. 
It must therefore, have the polish, 
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photographic quality and direction 
of a theater film; it must be made 
with the latest technical equipment: 
it should be in color, for audiences 
expect color films nowadays. Above 
all, it should be entertaining. 


> Entertainment cannot be over- 
stressed. I believe that any subject, 
any educational film can be made 
interesting and entertaining. If the 
audience is entertained and inter- 
ested, then it will be receptive to the 
sponsor’s message. Thousands of feet 
of film are used yearly to satisfy the 
ego of “head office” with little 
thought to the reaction of the audi- 
ence. (And why V.I.P.’s allow them- 
selves to appear in their companies’ 
films—badly lighted, poorly photo- 
graphed, badly made up, unrehearsed 
and ill at ease—-is beyond me.) 

The film medium is a pictorial me- 
dium, sound being incidental to the 
picture. Many industrial films are a 
succession of pictures related, some- 
times vaguely, to a constant stream 
of words . narration. The narra- 
tion is usually irritating and confus- 
ing, for it is extraordinarily difficult 
to correlate the eye and the ear to 
the flood of information being given 
by the all-knowing voice. Audiences 
have had a surfeit of this type of film 
and such a picture is usually classed 
as a boring industrial. A film must 
be watched and seen. If it is only 
heard then the audience will quickly 
become bored. 


AUDIO AND VISUAL AIDS 


oney Saving 
echniques for 
usiness Films 


You don't have to spend a lot of money to produce good 
business films. An expert tells some of his techniques 


for producing motion pictures on a limited budget. 


Theater quality, Hollywood pro- 
fessionalism, color ... all add up to 
terrific cost in the reader’s mind. 
This is not so. Let me give you an 
example. 


> I recently produced and directed 
“Peace of Mind,” the story of insur- 
ance for the American Fire Insur- 
ance Group. This film, 24 minutes in 
color, cost the group $18,000. In the 
film there were 22 speaking parts, 20 
extras, five major sets, 30 minor sets, 
location sequences and stop motion 
sequences ship wrecks, car ac- 
cidents, fires, an earthquake, arson, 
near death disasters and a little love 
interest for good measure. The film 
covered 5,000 years of authentic in- 
surance history, ranging from an- 
cient China to Venice, from London 
in the 1660’s to the United States 
today. 

There was beautiful and lavish 
costuming; a professional cast of 
highly talented actors and actresses; 
special lenses imported from France; 
advanced color and production tech- 
niques; a scored, multi-system, mu- 
sic track of the highest quality. It 
was a fast-moving, dramatic and en- 
tertaining film and all for $18,000. 

How was it done? Admittedly this 
was possible only because of know- 
how, not only a knowledge of the 
film art, but more particularly 
knowledge of feature film tech- 
niques. A film, regardless of budg- 
et, must be made exactly like a 
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Setting the Scene . 
props preparatory to shooting a scene in 


. Author du Maresq Clavell (right foreground) carefully arranges his 
Peace of Mind.’ Mr. Clavell found that such 


careful preparations before shooting helped him to obtain quality films at low cost. 


feature film .. . artistically, budget- 
wise, and _ production-wise. First 
hand knowledge of live TV is also 
an advantage to devise and improve 
on existing methods, for TV too is 
a pictorial medium, although today 
it is being used as a radio medium. 
While feature film practices are used, 
this does not mean that a feature 
budget is necessary. Talent was 
never a_ high-priced commodity. 
There is a wealth of acting, script- 
ing, technical ability available at 
reasonable cost, and Hollywood type 
overheads are unnecessary. All the 
ingredients are available. It just de- 
pends on how they are put together. 


> The 16mm film is usually shown 
on a screen many hundreds of times 
smaller than a feature film. The 
“canvas” can therefore be made 
smaller without sacrificing quality. 
Meticulous planning before rehears- 
als, plus the ability to visualize the 
completed film, then dissect it into 
hundreds of individual shots and 
pre-select the angle best suited for 
each individual shot and the ability 
to key actors and technicians to such 
an emotional pitch that rapid shoot- 
ing takes place, will bring quality 
film on a low budget. 


60 


In film production, time is money. 
Ninety per cent of the film budget is 
spent, normally, in the studio shoot- 
ing period. Even on “Peace of Mind,” 
the hourly studio cost works out at 
about $600 per hour. It is obvious, 
therefore, that the studio time must 
be kept at an absolute minimum. 

In making “Peace of Mind,” I 
combined the jobs of producer and 
director, so that it was easier for me 
to control the whole operation. And 
control is of the utmost importance. 
After agreeing on the final shooting 
script with the American Fire Group, 
who far-sightedly insisted that their 
film must be entertaining, I ar- 
ranged the entire color chart with 
the set designer. Just because a film 
is made in color, it does not neces- 
sarily follow that every sequence 
should be a mass of color. 


>Once the final set designs were 
approved, two scale drawings were 
made, one for the construction crew 
and the other became the master. In 
conjunction with the director of 
photography, the film was analyzed 
shot by shot. Then, camera angles 
and positions, lighting and prop po- 
sitions, and acting movements were 
plotted and pinpointed on the mas- 


ter. At the same time, the director of 
photography was given rough draw- 
ings of the actual picture I wanted, 
shot by shot, with lens and lighting 
details. When all the details were 
set, all the other breakdowns were 
attached to the master. Thus at any 
time in the shooting period, refer- 
ence to the master established what 
was being done, what the next shot 
was, where the lights were to be 
positioned, who was wearing what 
costume, and what was going to take 
place tomorrow. 


The method of master planning 
saves thousands of dollars. The day 
before shooting commences, all sets 
must be completed. All props and 
equipment must be in the studio. 
The camera must be delivered in 
sufficient time to be checked and 
tested. Black and white and color 
tests are shot after the sets have 
been lighted according to the master, 
and final rehearsal of the principals 
takes place on the set, if possible. 
The last job is to prop the first set, 
check lighting, then check and re- 
check every phase of the production. 


> Before actual shooting starts, the 
rushes are seen. With color, the ori- 
ginal is projected, for there is not 
time to get a print, and it is shot only 
for checking purposes. I hasten to 
add that original film must never be 
projected unless it is only waste film. 
With the black and white I shoot 
reversal, so no print is necessary. 
The make-up man refers to the 
master and sees the order of the 
make-up. The script girl who is re- 
sponsible for the master plan can 
answer all possible questions, what 
costume goes where, what happens 
next. Then, all that remains is to 
call, “Roll ’em. Sound, Camera, Ac- 
tion.” If all the replanning is well 
done, the production will run 
smoothly. “Peace of Mind” was made 
in three days. Time is money. Hence 
the low budget. 


The film has been so planned and 
written that a short version (1212 
minutes of the 24), complete in it- 
self, can be shown. This then be- 
comes one of a TV series under the 
heading “Spotlight U.S.A.,” a pack: 
age of 13 films of non-competitive 
manufacturers, each of which dram- 
atizes a product of an_ industry. 
Thus not only does the sponsor have 
a quality film for his own promo- 
tional purposes, but he gets national 
TV coverage, at no cost whatever. 


Superb films can be and are being 
made, at low cost, and the film me- 
dium thus used reaches vast num- 
bers of potential buyers, and sells 
the sponsor’s products. 44 


Advertising Requirements 








The ‘‘Hi-Fi’’. . One of two new tape re- 
corders introduced by Ampro Corp., the 
model shown above offers electro-magnetic 
“piano key’ operation. It sells for $254.95. 


New Tape Recorders 
Developed by Ampro 


Two new tape recorders, said to be 
the first with all-electronic and fully 


automatic high-fidelity features, 
have been introduced by Ampro 
Corp. (Chicago). The new models 


feature new electro-magnetic “piano 
key” control systems. Solenoids 
operate all controls. 

Model 755, called the “Celebrity,” 
has a tape speed of 334” per second, 
with a frequency response of 30- 
8,500 cps. Model 756, the “Hi-Fi,” has 
a tape speed of 742 and a 30-13,000 
cps frequency response. 

Among the advantages 
for the electro-magnetic 
are: 

e Eliminates breakdowns and wear 
found in mechanical linkage systems. 
e Allows instant starting and stop- 
ping of tape movement for “cuing- 
in.” 

e Prevents tape breakage and spil- 
lage. 


> The recorders have five “piano 
key” controls for records, fast for- 
ward, rewind, play and stop. Other 
features include: 

e An electronic eye level indicator. 
@ Selection locator to provide in- 
stant selection of any portion of the 
recorded tape. 

e Automatic power release circuit 
which releases any operation the 
recorder might be set for when 
power is turned off. Brakes are auto- 
matically applied. 

Also introduced was a new match- 
ing console speaker cabinet designed 
as an accessory for either recorder. 
The cabinet houses a 12” Alnico 5 
speaker. Tentative prices announced 
are $239.95 for Model 755; $254.95 for 
Model 756, and $79.95 for the console 
speaker. 

Additional 


claimed 
controls 


details are available 


from the company. 
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Business Movies mean business 


Everyone sits up and takes notice when your 
business movies are in life-like Bolex 3-D. 
Says Bernard Howard, president of Academy 
Film Productions, leading industrial film 
specialists of Chicago: 


... ‘Guests, exhibitors and competitors 
thronged into Stone Container’s booth to see 
‘the first industrial 3-D film ever made.’ Some 
15,000 persons over a four-day period entered 
the booth, donned Polaroid viewers, and 
watched. 


..."It is my personal feeling that the Bolex 
Stereo principle of using only one camera and 
one projector is the only practical method of 
shooting and projecting three-dimensional 
films for business and educational purposes. 


This opinion is based not only on our 3-D 
film for Stone Container, but on subsequent 
stereo films that we have shot for Sears, Roe- 
buck & Co., Holsum Bread and other clients. 


..."We are now using the new Bolex 3-D 
close-up lenses on current productions with 
much success. They are as simple to use as 
the basic taking lenses ...a compliment, 
indeed.” 


Simple to take, convincing to watch... isn’t 
that the kind of movies you want to tell your 
company’s story? For further information, see 
your Bolex franchised dealer or write: 


Paillard Products, Inc., 100 Sixth Ave., N.Y. 13, N.Y. 
Outside U.S.A. write to Paillard, S. A., Ste. Croix, 
Switzerland 


Tell a REAL Story with 


16mm Industrial Movies 






Bolex Stereo System complete with 
Bolex H-16 DeLuxe camera, taking 
and projector lenses, screen, and 
two pairs of Polaroid glasses 
$715.50* 
Complete with Bolex Close-up At- 
tachment (as shown)........ $783.00* 


*Includes F.E.T. 
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Institute Produces 
Demonstration Kit 


Based on the theory that the more 
salesmen know about porcelain en- 
amel, the easier it is for them to sell, 
the Market Development Committee 
of the Porcelain Enamel Institute 
(Washington) has prepared an in- 
formative demonstration kit. The kit 
provides all the necessary materials 
and equipment to emphasize in a 
visible and easily remembered form 
the important differences between 
porcelain enamel and other types 
of finishes. 

With the kit, a complete demon- 
stration of the qualities and charac- 
teristics of porcelain enamel can be 
readily conducted. Suggestions for 
the performance of each demonstra- 
tion are given in an instruction leaf- 
let. The demonstrations are simple 
to perform, and can be given with 
only a brief rehearsal. 

The demonstration kit includes: 
e A porcelain enamel demonstration 
panel approximately 12” square. 

A lipstick. 
© A mallet. 

e A paring knife. 

Bottles of 

iodine. 


water, alcohol and 
e A small can of lemon juice. 

e A length of clean cloth. 

e An 
chart. 


easel-type demonstration 


> Each of these materials is the basis 
for a particular demonstration which 
is illustrated and described in the 
instruction sheet, and in the easel 
chart, which is displayed during the 
demonstration. 


QUALITY FILM COMMERCIALS 


gia me 
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SEND US YOUR STORY-BOARDS FOR “QUOTES” 
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YOUR SALES 
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Packaged Demonstrations 


> 


\ a 


This kit of materials has been assembled by the 


Porcelain Enamel Institute to help salesmen demonstrate the properties of porcelain enamel. 
With each kit, PE! provides an instruction sheet outlining a series of demonstrations. 


The kit fulfills two main purposes 

training the salesman himself, and 
providing him with a tool for demon- 
strating the properties of porcelain 
enamel to his prospects. With the kit 
it is possible to perform the follow- 
ing tests: 


1. Heat Resistant 

The demonstrator places a pack cf 
book matches face down on the 
porcelain enamel panel and lights 
the entire pack. A blazing fire re- 
sults, leaving a smoke smudge on the 
face of porcelain enamel. When this 
is wiped clean with a damp cloth, 
the porcelain enamel is seen to be 
unharmed, demonstrating that 
porcelain enamel will not burn. 


2. Stain Resistant 
The lipstick furnished with the kit 
is used to “doodle” on the porcelain 


1708 WEST 
WASHINGTON 
CHICAGO « ILL. 


Write for 
Folder of Stock 
and Special 
Sales Aids 


enamel panel. Indelible as this stain 
may seem, the demonstrator easily 
removes the marks with a damp 
cloth, to prove the 
quality and easy 
porcelain enamel. 


non-staining 
cleanability of 


3. Non-Porous, Scratch Resistant 


Slicing an onion on the porcelain 
enamel surface demonstrates that 
the non-porous, glass-hard surface 
of porcelain enamel is unaffected by 
the knife-cutting action, and also 
that it is impervious to the penetra- 
tion of microscopic food particles 
that could become rancid and un- 
sanitary. 


4. Acid Resistant 


Lemon juice, iodine and alcohol, 
supplied with the kit, may be spilled 
upon the porcelain enamel test sur- 
face and later wiped clean with a 
damp cloth, proving conclusively 
that porcelain enamel work surfaces 
are not injured by fruit acids, alco- 
hol, medicines, or in fact, any or- 
dinary household substances. 


5. Impact Resistant 


A final “clincher” for those who 
consider porcelain enamel as a frag- 
ile finish, is the process of hammer- 
ing the panel repeatedly with a 
wooden mallet. This shows that 
porcelain enamel is shock-resistant 
to a surprising degree. 

The demonstration kit is being 
made available through manufac- 
turers and distributors. These com- 
panies obtain kits from the Porcelain 
Enamel Institute. 44 
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It took a year of planning, the effort of several hundred people, 


26 hotels, 10 exhibit makers, and a mammoth budget... but Philco’s 


sales meeting drew 8,000 dealers and brought $64 million in sales. 


SHOWS & EXHIBITS 


q Philco Takes Over 


Philco Takes Over Atlantic City 
For a $3,000,000 Sales Meeting 


By Allen Sommers 


Philco Corp. believes in doing 
things in a big way. The company’s 
recent sales meeting in Atlantic City 
not only brought nearly 8,000 dealers 
from every state and territories and 
some foreign nations, but it cost the 
company nearly $3,000,000. 

To play host to its dealers, the 
company leased 11 complete hotels 
and portions of 15 others, took over 
the resort’s giant Convention Hall. 
The rate of cash exchange was not 
cash, but tickets, so that the dealer 
would pay nothing. 

Everything was done in style, from 
traveling to hotels to entertainment 
to introduction of the new Philco 
line of radio and television receiv- 
ers. More than a year of planning 
went into this giant meeting, which 
topped the company’s first try at 
throwing a million dollar party three 
years ago in the same town. 
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> Ray George, vice president in 
charge of merchandising, was com- 
pletely in charge of all arrangements. 
He not only had to set up thousands 
of feet of displays in Convention 
Hall, but had to handle transporta- 
tion totaling about seven million 
miles for all concerned, entertain- 
ment, meals. In effect, he was the 
general of a giant invasion army 
which literally took Atlantic City by 
storm for four days. 

Mr. George explained that he first 
set up a plan with the company’s 
126 distributors, which put local 
planning and coordination entirely 
on their shoulders. He also gave 
each distributor at random room res- 
ervations to allocate to their dealers 
so that there would be no charges of 
favoritism. There were none. The 
distributors also handled the simpli- 
fied point system which qualified 
dealers for the trip, set up by the 
amount of purchasing during the six 


months before the show. Even 
though Philco worked closely with 
dealers on transportation arrange- 
ments, distributors were given the 
responsibility of working closely 
with their own area traffic facilities 


> Hutchins Advertising Co., the 
Philco agency, assigned 35 persons 
in its Philadelphia office and 10 in 
New York to work on the meeting. 


Next Month in AR 
Electric appliance manufacturers 
are evidently in a race against 
each other to see who can produce 
the most lavish sales meetings. Next 
month AR presents a detailed story 
on how Sylvania introduced its 
1954 TV and radio sets with a 
three-phase campaign built around 
an Indian theme and kicked-off with 


a spectacular sales convention for 


600 distributors. | 
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Selling Philcos? . . Famous old Conven 
tion Hall in Atlantic City took on a decidedly 
al appearance while it was play 

; host to Philco dealers. The Plastilux sign, 
»d by Neon Products Inc. (Lima 
ould have made the dealers feel right 

t's the same as the ones they dis- 

their own stores. It was re- 

the first time that an illuminated 

s appeared on the facade of the 


City hal 


At Philco’s executive offices, Mr. 
George was given 250 people to 
direct 


He divided the personnel up as 
follows: 


1. Exhibit designing and building. 
2. Allocation of exhibit space in 
Convention Hall and nearby hotels. 
3. Handling of 


and releases to the public relations 
department. 


press reservations 


4. Lining up of top entertainment 
and building shows entirely around 
Philco and its products. 

5. Transportation. 

6. Room reservations. 

7. Transportation of “top secret” 
merchandise to the show exhibit 
spaces (it was kept under guard 
until first shown to dealers). 


8. Return of all merchandise. 


Bucking Philco Performers display 
Philco banners at three-day, full-scale rodeo. 
The rodeo was open to public. 
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> Mr. George coordinated the entire 
undertaking, beginning with the 
original planning and gradual accel- 
eration of promotional efforts to 
where most of the “points” were 
earned by dealers during the two 
months prior to the show. Distribu- 
tors handed out points at their own 
discretion. A May deadline was set 
and adhered to. 

Mr. George said the entire show 
went off without a hitch. He attrib- 
uted it to perfect and careful advance 
planning, assignments to personnel 
able to handle specific jobs, and con- 
tracts to resources able to deliver ex- 
hibits and entertainment on time. 


> It took 10 display companies to 
create the displays in time for the 
giant convention. Planning started 
in January. The companies were in 
four cities. The reason for doling out 
exhibit assignments was to make 
certain that if one failed for some 
reason or other, the others could fill 
the gap. 

Display companies used included 
Arrow Display Associates (Phila- 
delphia); Art Guild of Philadelphia; 
Design Built Studios (New York); 
Display House (Philadelphia); Er- 
skin Design & Displays (Atlantic 
City): Gardner Displays (Pitts- 
burgh); General Exhibits (Philadel- 
phia); Simkins Design and Displays 
(Philadelphia); W. E. Sparks Stu- 
dios (Philadelphia) and Structural 
Display Co., Inc. (New York). 

A Hutchins agency task force, di- 
rected by vice president William 
Maxwell, created the designs for the 
exhibits. An idea of the problems to 
be met was the huge simulated TV 
sets on the ice show floor. The cen- 
ter prop was 44’ high. Slightly small- 
er screen props were set on both 
sides, Color slides of the new Philco 
products were flashed on the smaller 
screens. Prices also were flashed to 
dealers where they had to see them. 
To accomplish this gimmick alone, 
Philco had to build three high towers 
to accommodate equipment and pro- 
jectionists. 


>» Nearly two weeks were necessary 
to erect the displays. Each company 
erected its own displays. With the 
merchandise moved in, installed and 
tested (with considerable amount of 
overtime work), dealers began pour- 
ing in on Saturday night. Each dealer 
had a book of 22 tickets that paid for 
bus transportation, food and gave 
him admittance to entertainment 
and many other side activities. Bus- 
ses were lined up at each hotel 
whenever a special event was sched- 
uled. On Sunday night, for example, 
the dealers and distributors went out 
to Bader Field where a full-scale 


Sliding TV Sets .. . Ice performers slide 
new Philco TV models around giant ice 
arena during colorful ice review. 


rodeo was staged. Philco had to book 
the rodeo for three days. The public 
was admitted on Friday and Satur- 
day, with proceeds turned over to 
the Girl and Boy Scouts. 

On Monday morning there was a 
colorful ice show built around Phil- 
co’s 1954 TV line. Even a “trainload” 
of company executives was “skated” 
across the ice to spice up the pre- 
sentation of the new models. Per- 
formers glided across the iee with 
new TV models. 

Some 50,000 square feet of space in 
Convention Hall and in 15 hotels 
were uncovered when the show 
opened on Monday. Institutional dis- 
plays graphically presented the 
story of Philco research and engi- 
neering. 


> In the evening there were boxing 
bouts in Convention Hall, with the 
ring set up over the ice. On Tuesday 
they were taken out to Bader Field 
for a daredevil automobile and mo- 
torcycle show. In the evening a 
vaudeville show was put on. 

To mark Philco’s 25th year in ra- 
dio, a giant birthday cake was used. 
Distributors received portable radios 
with silver name plates. 

Estimates of sales, due directly to 
the convention, ran as high as $64 
million. Radio sales were doubled at 
the show. 

Ray George, in retrospect, pointed 
out that since dealers qualified 
through purchase of Philco products, 
the convention actually began to pay 
off last January. The total result: 
highly successful from all angles. 44 


"ERMA Shee 


Wherever You Look ... Even the sky 
was advertising Philco. This balloon was 
flown over Atlantic City during the show 
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how to use 


PRINTING & BINDING 


Photo Gelatine 


printing 


The often overlooked screenless printing 
process offers a variety of advantages 


By H. Wesley Johnson, Jr. 
Continental Lithograph 


The gelatine process is an econom- 
ical and practical method of repro- 
ducing simple or full color subjects 
from easily prepared black and 
white photographs and line copy. 
Because it is a screenless process, 
only three printings—yellow, red 
and blue—are required to give a 
full color range. Reference to the 
Contichrome color chart will illus- 
trate how even grays and blacks are 
made from only these three primary 
colors. The screenless characteristics 
of the process also make possible 
enlargements from the original art 
work that are not coarsened in any 
way, and which retain all the true 
photographic quality of the smaller 
original artwork. 

Gelatine specifications are as fol- 
lows: 


1. Quantity . . Quantities up to 
5,000 sheets fall into a more favor- 
able price range than quantities over 
this figure. Due to the nature of the 
process quantities higher than 5,000 
require the making of additional 
plates at a nominal extra cost. 


2. Unit Sizes ... The largest work 
size which normally can be _ pro- 
duced is 40x60” on paper size up to 
44x64”. However, multiples of a 
smaller unit size can be economically 
reproduced. 


3. Paper ... The preferred paper 
to be used in this type of reproduc- 
tion is 80 lb. basis gelatine paper. 
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4. Artwork Size ... For facility in 
preparation and quality in reproduc- 
tion, it is reeommended that the art- 
work supplied be at least half the 
size of the reproduction. 


5. Art Preparation . .. Close adher- 
ence to the following rules in regard 
to preparing the artwork should be 
observed. 


e Prepare the artwork in two parts. 
The sketch itself should be in black, 
gray tones and white. A tissue over- 
lay should be attached to the sketch 
and roughly crayoned for use as a 
color scheme in reproduction. 


e Be sure that the photographic 
prints selected for a sketch are strong 
and contrasty with good modeling. 
Flat prints give weak reproductions. 
Skillful air-brushing helps to smooth 


out prints and lighten harsh shad- 
ows. 


e The artist should have the Conti- 
chrome process color chart before 
him at all times. It must be remem- 
bered that the tones of gray that are 
put on the sketch will be reproduced 
in their relative strengths in the col- 
ors indicated on the overlay. White 
on the sketch will reproduce white 
in the reproduction. 


e Various tones not indicated on 
the color guide chart are obtainable 
within the three-color range. For 
example, if brown or sepia is re- 
quired, it is only necessary to indi- 
cate that choice in crayon where it 
is wanted on the color overlay, and 


then ascertain that its relative 
strength in gray or black is indi- 
cated on the sketch proper. Black 
and tones of gray are also within the 
three-color range as shown on the 
color guide chart. When very fine 
black lettering or fine line work is 
absolutely unavoidable, it may be 
necessary to run a separate black at 
extra cost due to the difficulty of 
registering the three basic colors 
which produce the black. Other ex- 
tra printing at extra cost may be re- 
quired to exactly match a _ trade- 
mark, package, or product. 


e In preparing the tissue overlay 
for the color scheme, be sure that 
the color crayons used match the 
colors in the color guide. 


e Heads, hands, skin colors and 
other human features need not be 
colored in on the overlay. Merely 
write in the words, “natural color.” 
An alternative short cut for these 
items is to write in color names on 
the overlay. 


e Hair colors do not appear on the 
chart. Merely draw in color crayon 
on the overlay the color of the shade 
of hair desired. From a dark photo- 
print, it is obviously difficult to make 
hair extremely blonde or vice versa. 


e Copy should be kept as large and 
broad as possible. If the sketch must 
contain small inserts with fine detail, 
show these on overlay in one color 
over-all. 


@ When full strength color lettering 
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Automatic ‘aaa equipment 
for speed ‘and! economy. Spe- 
cialists in short run, large sur- 
face printing for outdoor and 
indoor advertising. 


4-COLOR SCREENOLITH 
PROCESS 


SOLID COLOR PRINTING 
ue eRe eeee 


=DAY-GLO- 
ys 


Meee ' 


The highest quality, lowest cost 
silk-screen printing in the United 
States. 


| Shales Gieholaas 


1570 S. FIRST ST., MILWAUKEE, WIS. 


OFFICES IN: New York @ Boston ®@ 

Pittsburgh © Detroit © Chicago ® 

St. Lovis © Dallas © San Francisco 
Seattle © Portland 


BOUND 
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Prospects 
and nab 
Sales 


call 


SLOVES 


for portfolios 
NEW sales kits 


easel binders 
IDEAS merchandise- 
presentations 


Algonquin 5-2552 


Fastest Service 
in Town 


against a full strength color back- 
ground is wanted, both the lettering 
and the background must be in black 
on the sketch. In such a case, to sep- 
arate the lettering from the back- 
ground it is necessary to outline the 
lettering with a fine white line. The 
white outline can be eliminated in 
the reproduction at your request. 
Outlining can be dispensed with if 
the lettering is made in a dark 
enough gray to slightly differentiate 
it from the background black. This 
rule also applies where portions of 
the lettering cut into pictorial sec- 
tions or irregular backgrounds. 


e Copy prepared for letterpress 
work, such as newspaper ads, press- 
books, etc., is not recommended for 
gelatine reproduction. If the same 
copy must be used for both media, 
the sketch should first be used for 
letterpress and later doctored for 
gelatine purposes. In most cases, this 
is a short and simple procedure con- 
sisting of graying or blacking in by 
hand the white portions of the 
sketch that are to appear in color. 
Some white outlining around letter- 
ing may be necessary as in the pre- 
ceding paragraph. 


e Avoid type-set lettering paste-in 
wherever possible unless the paste- 
in forms a contrasting box. This is 
especially important where uniform 
backgrounds are to be maintained 
in reproduction because on a sketch, 
type-set backgrounds and the back- 
ground of the sketch itself can rare- 
ly be made to match. A much better 
method is to use hand lettering. If, 
because of the fineness of line, type- 
setting is unavoidable, the paste-in 
should be on the overlay, never on 
the sketch itself. 

By following these simple rules 
and procedures, the result will in- 
evitably be exceptional but inexpen- 
sive color reproduction from mod- 
est-budget black and white art 
preparation. Gelatine printing is a 
process which should be investigated 
by all who use printing in any of its 
forms. 44 


Booklet Describes 
Gelatine Printing 


An excellent description of the 
photo gelatine process is contained 
in a booklet, “The Photo Gelatine 
Process,” by Walter Fredrick. It was 
produced by Fredrick Photogelatine 
Press Inc. (New York). Mr. Fred- 
rick states: 

“Photo gelatine is a_screenless 
printing process. Its outstanding ad- 
vantage, from the standpoint of eye 
appeal, is its ability to reproduce 
photographs, drawings, paintings, in 


fact every type of artwork, in con- 
tinuous, unbroken tones. 

“A second advantage is the soft- 
ness and fidelity to tone and detail of 
photo gelatine prints. Even the most 
delicate pastel strokes, and the finest 
wash tints, reproduce accurately. 
The soft merging of tones, and the 
absence of screen, are distinguishing 
characteristics of photo gelatine 
printing. 

“A third advantage of photo gela- 
tine is its economy in _ printing 
relatively short runs of illustrated 
matter—particularly where the il- 
lustrations are large in number or in 
area. Enlargements of pictorial mat- 
ter, up to full sheet size, may be 
made with this process at surpris- 
ingly low cost.” 


> Mr. Fredrick goes on to explain 
the details of the process: 

“The printing plate used in the 
photo gelatine process consists of 
a thin film of chemically treated 
gelatine which has been flowed over 
a glass or metal plate and then 
dried. The various steps of prepar- 
ing the gelatine solution, coating 
and drying the plate, are controlled 
with painstaking care. The plate is 
then ready to receive the image to 
be reproduced. 

“All artwork, photographs, de- 
signs and other matter to be repro- 
duced must be photographed in the 
exact size they are to appear on the 
final print. A direct reproduction is 
made on continuous-tone negatives, 
without the use of screens or other 
mechanical divisions. Line negatives 
are made of type and other solid 
matter. After the negatives are de- 
veloped, and any necessary retouch- 
ing or opaquing has been completed, 
they are ready to be transferred to 
the gelatine plate. 

“Transferring negatives to the 
plate is accomplished in a vacuum 
frame. All negatives are first placed 
in position over the plate. Masks are 
cut from opaque paper to cover the 
remaining plate area. Then by suc- 
tion the negatives and masks are 
forced into firm bond with the gela- 
tine surface. Light is now passed 
through the negatives to the gela- 
tine. 

“Before exposure the gelatine 
plate is smooth, hard and uniformly 
absorbent. As light strikes it, a 
chemical change takes place which 
renders it moisture-repellent in 
proportion to the amount of light 
admitted. This reaction of the sen- 
sitized plate to light is the heart of 
the photogelatine process. The tone 
negatives, consisting of myriad lights 
and shadows, will pass varying de- 
grees of light, depending on the in- 


Advertising Requirements 





tensity of tone. Solid film areas will 
admit little or no light to the gela- 
tine while the clear areas will admit 
a maximum of light. Between these 
two extremes every degree of ab- 
sorbency is recorded on the gelatine 
plate. After exposure the sensitizing 
chemicals are washed out of the 
plate with cold water. 


> “Then comes the actual printing. 
The plate is mounted on the press; 
both flat-bed and rotaries are used. 
The plate is moistened with water 
and glycerine. A very stiff ink is 
used, the ink rollers passing directly 
over the gelatine plate. The moist 
portions of the plate will repel the 
ink, the dry portions will accept it, 
and all through the entire gamut of 
tones, ink will be received by the 
plate and transferred to the paper in 
inverse proportion to the amount of 
moisture retained. The finished print 
is thus an exact, continuous-tone 
duplication of the original subject 
matter. 

“The proper balance of moisture 
must be maintained constantly in 
the plate while on the press, making 
moderate press speeds the rule. This 
fact, coupled with the semi-perma- 
nent nature of the plates themselves, 
make photo gelatine a process that is 
particularly suited to short-run 
work. 

“The plates themselves are rela- 
tively inexpensive to prepare, a fac- 
tor that contributes to the economy 
of the process in printing illustra- 
tions of large sizes. Another feature 
of this process that enhances its de- 
sirability for many types of work is 
its adaptability to all kinds of paper 
stocks, from smooth offset and vel- 
lum finish to the roughest hand- 
made surfaces.” 

The 16-page booklet goes on to 
explain many of the uses of the 
process and its history. Fourteen il- 
lustrations show a wide variety of 
copy suitable for photo gelatine 
printing. 


Morton Develops Tool 
For Sauerkraut Makers 


The secret to quality sauerkraut is 
the amount of salt used. This one 
small point, however, was enough to 
keep kraut manufacturers looking 
haggard. Morton Salt Co. (Chi- 
cago) saw the opportunity. If they 
could develop an easier method to 
test salt content of kraut juice they 
could render genuine service to the 
industry and at the same time gently 
remind the companies of Morton 
salt. 


> The result of Morton’s research 
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Worth Crowing About! 


The Chicago Offset Printing Company is one of the 
older Lithographic shops in Chicago and has had the 
opportunity and pleasure of serving important com- 


panies for many years. 


The greatest satisfaction any company can have is 
to continue to receive business from the same customers 
year after year. 75% of our volume is from customers 
we have been privileged to serve for a period of twenty 


years or more. We feel this fact is worth crowing about. 


Chicago Offset is proud of the customer confidence 
earned over the years, and this same confidence can be 
yours if you give us an opportunity. Please try us on 


your next job. 


“Anyway you figure it, The Chicago 
Offset Printing Co., is a superior 
source of supply for your offset 
printing requirements.” 


PRINTING COMPANY 
610 W « VAN BUREN 


CHICAGO ¢ ILLINOIS *% 
STate 2-3694 





on the problem is an unusual book- 
let, Better Sauerkraut Through Ef- 
fective Use of Salt. The booklet is 
actually a work manual. It is printed 
on waterproof cloth—the sort of 
cloth material used in children’s al- 
phabet books. A punched hole in the 
center and plastic binding permit the 
tester to hang the booklet open 
above his work table. 

Features of the booklet are sug- 
gestions on amount of salt to be used, 
a list of chemicals and equipment 
needed to run salt content tests and 
directions with line drawings illus- 
trating the process. 

The salt content test is conducted 
by adding potassium chromate and 


s? 
Mr. Fred Tulp s 
Production Mar 


Henri, Hurst & 
McDonald, Inc. 


silver nitrate to the kraut juice until 
the juice turns an exact shade of 
orange. When the solution reaches 
this color, a reading of the salt per- 
centage can be taken. 


> To help the tester determine the 
exact shade, Morton placed three 
colors in the booklet. The first, a 
canary yellow, indicates that not 
enough silver nitrate has been added 
to samplings of the juice for an ac- 
curate reading of the salt content. 
The second color, a deeper, more 
orange hue, indicates that if the color 
of the solution exactly matches, it is 
at this point that the reading should 
be taken. The third color, a dark 
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Tester . . . Using Morton's testing device, 
a tester can easily determine the salt con- 
tent of the sauerkraut sample. 


orange, shows that too much silver 
nitrate has been added to the juice 
and the test must be redone. 

Morton had the three guide colors 
printed on paper, then laminated 
them between heavy plastic sheets, 
tanered the ends of each and bound 
them into the booklet. The tapered 
ends and the plastic covering make 
it possible for the tester to place the 
colors directly into the solution to 
determine the match. 

The booklet contains very little 
mention of Morton salt. The com- 
pany name is stamped on the color 
samples and on the front cover of 
the booklet. Weights and grades of 
salt available are listed on the last 
page. 44 


Develop New Universal 
Silk Screen Printer 


A new type, universal silk screen 
printer has been developed and will 
be marketed jointly by Kenn Equip- 
ment Co., a division of Podgor Silk 
Screen Industries (Philadelphia), 
and Inman Mfg. Co. (Amsterdam, 
N.Y.). 

The new press, it was disclosed, 
will be designed to handle all sheet 
sizes up to and including 44x64” and 
will be produced with a vacuum bed 
which will make it possible to handle 
paper as well as card stock. Facilities 
also are being arranged to manufac- 
ture the printer in sizes to meet 
special requirements. 

Employing an entirely new prin- 
ciple of feeding and removing the 
sheet, the new silk screen printer will 
enable a 44x64” sheet to be handled 
completely by one operator. The 
printer will also be made in 22x30” 
and 30x44” sizes. Speeds will vary 
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from 500 to 1,000 sheets per hour, 
depending upon the size of the print- 
ing area. According to available in- 
formation, this will mark the first 
time in the history of the screen 
process industry that an established 
printing press manufacturer has 
entered into the making of a screen 
process press. 44 


RCS Booklet Describes 
Basics For Offset Copy 


The basics in preparation of copy 
for black and white offset printing 
are described in everyday language 
and simple illustration in a 24-page 
booklet published by Rapid Copy 
Service (Chicago). The booklet be- 
gins with a description of page and 
type page size, follows through vari- 
ous layout stages, and concludes 
with the preparation of line and 
halftone illustrations. 

The booklet itself is printed in the 
three basic type styles used for off- 
set reproduction: Vari-typing, type- 
writing, and composition or typog- 
raphy. A checklist of “things to re- 
member” is included at the back of 
the booklet. Such operations as how 
to prepare a dummy, how to lay out 
copy, how to crop photos, how to 
make proportionate reductions of 
copy and illustrations, and how to 
mechanically shade illustrations are 
described in the booklet. 


For your py circle No. 1150 on the 
Reader's Service Card inside back cover 
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Medal for Watch Owners... A tiny 
1,” circular booklet with a deeply em- 
bossed bronze cover is the guarantee cer- 
tificate for Sandoz watches. These 12-page 
die cut booklets have four-color illustrations. 
They are attached to watches with red and 
black tasseled cords. Copy and photos 
mention the prizes awarded by Neuchatel 
Observatory to Shriro Watch Inc. for the 
accuracy of its Swiss Sandoz watches. The 
guarantee was designed by Gramercy Ad- 
vertising Co. (New York) and printed by 
Gordon-Clover-Greene Printing Corp. Finish 
on the bronze medal cover was done by 
McKenzie Service. 
1953 
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has come of age... 














Time was when lithography was limited to 








soft finished papers, soft effects and delicate 





tones—when offset plates lasted only a few 








thousand impressions. 











Now its versatility is almost limitless. Fine 








screens can be reproduced on almost any 






















kind of paper, with tones brilliant or sub- 
dued, and one set of plates will faithfully 
maintain quality for many hundreds of 


thousands of impressions. 





Newman-Rudolph has pioneered in many 
of the developments that make this versa- 
tility possible. What we consider every-day 
production is regarded as outstanding in 
the development of lithographic reproduc- 
tion. We will continue to keep our eye to 


the future. 
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We can produce an 8 page to 128 page 
6x9 catalog at a price so low it defies 
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$4800 Pitch | en the Drain! 


The elaborate presentation di ted attention 
from the solid facts and figures! Use Belford 
CLAREPORT*—they keep presentations stream- 
lined, clean and attractive without gimmicks. 


@ clear acetate cover, perfect visibility! 
@ title page stays spotless 
@ pages invisibly and firmly fastened! 
@ additional inserts easy and quick! 
@ holds up to 100 pages 
@ 24¢ ea for 1000, 
30¢ ea. for 100, name 
imprinting slightly ex- 
tra 


FREE for you! 
Write for sample! 


BELFORD CO., INC. 


317 West 47th Street 
Dept. R, New York 36 
*U. S. Pat. 2480917 


AR Sells Clocks, Too 


“Two inquiries already con- 
verted into substantial orders... 
a number of others may result 
in additional business... AR has 
proved capable of helping us sell 
our line of clocks,” says Bernard 
Stern, General Manager, Mod- 
ern Clock Advertising Co. 


Gets Advertising Results! 


| Hopp Booklet Covers 


Vinylite Production 


A well-illustrated booklet pro- 
duced by Hopp Plastics (New York) 
gives a variety of information on 
printing, fabrication, lamination, die 
and mold making and _ injection 
molding of Vinylite plastic. The 
booklet also contains a chart giving 
the properties of Vinylite sheets. 

According to the booklet, Hopp 
can print copy ranging from single- 
color line work to four-color process 
reproduction and can fabricate 
printed or unprinted plastic sheeting 
to any specification. 

The booklet makes unusual use 
of Vinylite sheeting for its covers. A 
clear sheet of Vinylite is printed in 
green, white and black with the title, 
trademark and a slogan. The first 
page of the booklet—a montage of 
photographs showing various Hopp 
production facilities—shows through 
the Vinylite, providing an effective 
background. The booklet is bound 
with green plastic spiral binding. 


For your copy circle No. 1151 on the 
Readers’ Service Card inside back cover 


How To Order Binders 
Outlined in Catalog 


A new 30-page catalog, giving 
detailed information on how to 
select and order loose-leaf binders. 
has been published by C. E. Shep- 
pard Co. (Long Island City, N.Y.). 
The catalog, entitled “Catalog and 
Advertising Covers for Better Sales 
Promotion,” includes _ illustrations 
and descriptions of the company’s 
line of binders, embossing methods, 
and indexing systems. 

Featured in the catalog, which 
is available from the manufacturer, 
is a list of check points to be con- 
sidered when selecting a binder: 


e The place where it will be used— 
office, shop or in the field; each ap- 
plication has a different binder. 


e The kind of product it will sell 
the binder style should be adaptable 
to the product it will represent. 


e The selling appeal it will need— 
fancy covers for a selling job are 
not needed for a reference manual. 


e The amount of wear it will receive 
—stiff covers, properly bound, are 
more durable than the flexible type. 
e The sheet changes likely to be 
made—some binder styles are better 


adapted than others to frequent sheet 
changes. 


e The life expectancy of the con- 


tents—the binder may have to do 
the same job later with entirely 
new contents. 

Two pages of the catalog are de- 
voted to illustrating what the com- 
pany considers the eight basic types 
of looseleaf binders. Each of the 
basic types illustrated is accompanied 
by a description which explains its 
proper use and advantages. The eight 
types are ring, multo-ring, prong, 
visible, screw post, transfer bar, rod 
and easel type. 

Also included in the catalog is a 
handy table which helps determine 
the number of sheets of various 
weights which can be contained in 
binders of different thicknesses. An- 
other table gives nine check points 
to be considered when ordering 
binders. 

For y copy cil 
Rec s Cc 


Two- Headed Coin Wins 
Prospects’ Attention 


A “two-headed coin” is one of the 
latest gimmicks promoting space in 
Time. Encased in a 3” x 6” folder, 
the bronze pocket piece, which is the 
size of a silver dollar, describes the 
Time reader as “The man in Two 
Positions to Buy.” 

The medal shows a man’s profile 
on both sides with a factory back- 
ground and the phrase, “For His 
Company,” one one side, a residential 
background and the phrase, “For 
His Home,” on the other. 

The die-cut mounting for the 
medal presented special production 
problems. The folder is of gold col- 
ored stock, printed in Time red. 
Originally, Time planned to mount 
the medal directly in a round hole 
cut into 100-point cardboard, which 
was to be covered with red liner 
paper on the face and the gold folder 
on the back. However, it was found 
that the paper creased when 
mounted directly on the 100-point 
board. To overcome this problem, 
the liner paper was mounted on 40- 
point board, which, in turn, was 
mounted on 60-point board. 

Inside the folder is a parchment 
sheet with a printed message, “If 
you were in the habit of awarding 
medals to your prospects and cus- 
tomers, I think the best of them 
would rate this one.” The message 
was signed by Harry Phillips, ad- 
vertising director of Time. Upon 
turning the parchment page, the 
reader finds the medal. It was de- 
signed by sculptor Carl Schmitz, 
whose first models were 8” in di- 
ameter to assure clarity of detail. 
The dies were made and the coin 
struck in bronze by the Medallic 
Art Co. 44 
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PREMIUMS, PRIZES & SPECIALTIES 


The Successful Use of 


Premiums 


By Karl Kirchhofer 
AR Eastern Editor 


The inside story of how three 
firms have scored promotional suc- 
cesses through the use of premiums 
was revealed to admen at the Pre- 
mium Advertising Conference, held 
in conjunction with the New York 
Premium Show, Sept. 21-24. Three 
experts in the use of premiums told 
how this medium can boost sales in 
the food field, the appliance industry 
and in direct selling. 

Addressing the conference were 
Donald R. Grimes, president of In- 
dependent Grocers’ Alliance; Sey- 
mour Mintz, vice president of Admi- 
ral Corp., and L. R. Bressler, vice 
president of Stanley Home Products. 


> Mr. Grimes declared that “as the 
competition gets keener and more 
alike in its activities, new ways to 
stimulate sales must be developed. 
In our organization we have devel- 
oped three premium programs 
in-store premium promotions, a sus- 
taining premium program to pro- 
mote our own IGA brands and the 
IGA Premium Club. 

“To be competitive is the objective 
of every good and successful retailer 
today, but the pressure of competi- 
tion forces changes constantly and 
continually to the extent that most 
of the iarge markets today are being 
developed in very similar manners 

. Premiums have been used for 
many years. It was learned a long 
time ago that the homemaker has 
always been interested in improving 
the appearance of her home and the 
standard of living of her family, and 
if she can buy items that will help 
her do this, at reduced prices as 
the result of stamp plans, coupons, 
premium programs, etc., she will 
be attracted to those stores that offer 
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Three companies tell their success 
stories at the New York Premium Show 


her these opportunities. Premiums 
as such are getting into that category 
as far as food retailing is concerned. 
The common type of in-store promo- 
tions have been the self-liquidating 
premiums and those with punch 
cards have been used with much suc- 
cess. However, in the self-service 
department of today, punch cards 
slow up operations, and as a con- 
sequence, have lost favor, excepting 
in really small stores or in large 
stores where they want to build 
business at the beginning of the 
week. 

“Chinaware and silverware have 
been used extensively to stimulate 
sales. We have made wide use of 
trade stimulators as giveaways at 
store openings, and to new cus- 
tomers and new people coming into 
the neighborhood. Free balloons, 
orchids, etc., have been a very ef- 
fective and low cost means of at- 
tracting consumers to stores and are 
used chiefly in opening sales or on 
special occasions . The retailer 
and wholesaler are not interested 
in carrying heavy inventories. They 
are not interested in premiums that 
have high cost factors, 
breakage, etc. 


handling, 


>» “We have been developing another 
program that looks like it has tre- 
mendous possibilities. This is our 
IGA Premium Club. Three hundred 
thousand IGA premium booklets, 
containing descriptions of well- 
known premium items, were mailed 
out direct to consumers in seven 
wholesale areas. Each store was 
given 100 extra premium club books 
for distribution at point of sale. The 
response was immediate. 

“This is how it works: If a con- 
sumer looks at the IGA premium 
club booklet and decides that she 
wants to purchase on item that has, 


let’s say, a retail value of $36.95, 
she can obtain this item by sending 
in to IGA premium club head- 
quarters her cash register receipts 
from an IGA store totalling $36.95, 
plus a check or money order for only 
$21.95. This very vividly shows her 
what the retail price is on this item 
and how much she saves by buying 
it this way. The retail price is the 
price that consumers are paying 
locally throughout the United States 
for the item—not necessarily the list 
price. We have shopped the market 
and are not kidding ourselves into a 
situation where the consumer can 
buy the item locally at the same 
price listed in our IGA premium 
club booklet without collecting cash 
register receipts.” 


> Seymour Mintz of Admiral Corp. 
also cited increasing competition as 
the major factor in leading to the 
greater use of premiums in the ap- 
pliance industry, both to create 
store traffic and to close sales on 
appliances and TV sets. 

“One of the headaches of appliance 
and TV dealers is getting store traf- 
fic,’ Mr. Mintz said. “Price-cutting 
helps some dealers and ideal location 
others, “but the majority have to 
rely on their own ingenuity and the 
ingenuity of the factory.” 

“We in the appliance business 
have found that one of the smartest 
and most profitable ways of getting 
people in the store is the use of a sim- 
ple premium,” Mr. Mintz stated. As an 
example, he cited the case of tum- 
blers Admiral gave away during the 
1952 elections. Each person going 
into an Admiral dealer’s store re- 
ceived four tumblers. The offer, 
plugged on radio and TV, drew over 
one-half million people into the 
stores . and they took away two 
million tumblers. 





IMPRESSIVE 


enough to be classed 
as ‘‘class”’ gifts yet 


LOW-PRICED 


enough to be practical 
for “‘mass”’ distribution 


Gold BY te 


IU GS 


(with his autograph in 


Pe) CLL) 


will cost only 
pennies apiece! 


AUTO EXPENSE BOOKS 


ADDRESS BOOKS 


PERSONAL NOTEBOOKS 


The recipient just signs his 
name on the gold foil, lifts 
the foil and his handwriting 
is reproduced in 23K gold on 
the spot! It’s much more ef- 
fective than cold type. His 
name appears the way he likes 
to see it, written in his own 
particular style, with every 
flair or flourish. It’s the 
most personal of all person- 
alized gifts, the most effec- 
tive — yet least expensive. 


*Write for FREE samples 


and further information. 


¥ 
‘the Plesuite Mlare ine’ 


493 C Street, Boston 10. Mass. 








The premium cost, 15¢, was han- 
dled three ways—5¢ by Admiral, 5¢ 
by the distributor, and 5¢ by the 
dealer. Mr. Mintz commented, 
“There isn’t any other means that 
we know of whereby you could get 
a customer into a store for 15¢ and 
especially when the dealer has to 
spend only a nickel. The dealers 
were very cooperative on this pro- 
motion.” 


> Mr. Mintz brought out one of the 
problems with premiums, too. “One 
of the objections we find in premi- 
ums,” he said, “is that certain of our 
dealers sell retail the same premi- 
ums we are offering ‘free.’ The 
dealer squawks in giving away 
something ‘free’ that he is selling in 
the store. In other words, some of 
our dealers sold glasses in other de- 
partments of their stores and we 
were faced with a terrific selling 
job of convincing them to give away 
the glasses.” 

Children’s premiums work for 
Admiral, too. Mr. Mintz told of a re- 
cent tie-in with the movie, “Peter 
Pan,” which drew over two million 
children—accompanied by _ their 
parents—to Admiral stores to re- 
ceive a free toy television studio. 


> Mr. Mintz revealed that Admiral 
does extensive research in selecting 
premiums to be used as sales closers. 
He disclosed that Admiral had sold 
10,000 refrigerators through using 
a $40 liquid blender as a premium 
and will shortly announce a promo- 
tion offering an electric blanket to 
anyone purchasing a refrigerator. 

Mr. Mintz said, “We have been 
successful in combating cut price 
dealers who offer discounts on ap- 
pliances by the use of premiums. 
We have found that the customer is 
satisfied with the premium and does 
not insist on a big discount. 

“We have found that when we 
offer a dinette set to customers buy- 
ing an Admiral product, they do not 
ask for cut prices on merchandise. 
They accept the dinette set and 
never discuss price. In other words, 
the customer is satisfied with getting 
the premium and does not insist on 
a big discount.” 


> L. R. Bressler of Stanley Home 
Products disclosed that in 1952 
Stanley purchased $9,400,000 worth 
of premiums to stimulate house- 
wares sales through its “Hostess 
Party Plan.” 

According to Mr. Bressler, in the 
Party plan, Stanley uses premiums 
as follows: 

1. For recruiting new dealers. 
2. In sales contests, the company 
gives premiums to their own dealers 


to urge them to build up their busi- 
ness. 

3. The most important use of pre- 
miums is to induce a hostess to put 
on a party. 

4. Premiums are presented to every 
woman who attends a party. 

5. Premiums are used to build up 
sales at a party—the more sales, the 
more premiums the hostess gets. 
6. Premiums are used to aid dealers 
in booking other parties from each 
party. The more parties booked as 
a result of a party, the more pre- 
miums a hostess will get. 


> Mr. Bressler said, “The premium 
line must be a well diversified one. 
There should be many premiums to 
choose from because some women 
will hold four to six parties a year. 
We must use premiums which can be 
made up into sets or which have 
continuity so that a woman will give 
more than one party in order to ob- 
tain the set or the group she is 
after.” 

Mr. Bressler explained how his 
company buys premiums. A pre- 
mium department consisting of three 
people screens all submissions. 
About 25 to 30 items each month are 
reviewed by a committee consisting 
of three buyers and Mr. Bressler. 

“Our premium buyers contact the 
manufacturer and get the whole 
story of his capacity to produce; his 
ability to get the materials; the lead 
time he requires; and, perhaps, we 
may make suggestions as to change 
in design, color or packaging to make 
it more attractive from our partic- 
ular standpoint,’ said Mr. Bressler. 

When all the facts are available, 
the premiums next go to a new 
products committee composed of top 
sales people and other company di- 
rectors. Four or five products pass 
this group for use in the immediate 
future. 


> “The premiums used by Stanley,” 
Mr. Bressler said, “cost us from 
$7.50 per thousand to $7.50 each 
depending on their purpose. For in- 
stance, what we call free gift items 
which are given to everybody who 
attends a Stanley party whether 
they buy or not, cost us from $7.50 
per thousand units to $25 per 
thousand units. Of these, in 1952, 
Stanley bought about 77 million. 
“Our next step is for so-called 
game prizes. There are 40,000 Stanley 
hostess parties held every week in 
the year. At every party we play 
games and prizes are awarded to 
the winners. For these prizes we 
pay from 5¢ to 20¢ each. In 1952 we 
used about ten million game prizes. 
Our next step is for our most im- 
portant premiums, namely, our hos- 
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tess prizes. These are given to the 
lady who holds the party on basis 
of accumulated point value, and for 
these we pay from 25¢ to $7.50 each. 
Point values depend on the number 
of people present; the amount of the 
sales; the number of parties booked 
from each party. The hostess has a 
choice of taking one of the large 
premiums for the points she has 
earned or taking five or six, or more, 
of the smaller premiums to make up 
these points.” 

Free gifts are bought in lots of 
250,000 to 1,000,000 of a kind at a 
time. Game prizes are purchased in 
lots of 100,000 to 750,000. Hostess 
premiums are bought in lots of 
25,000 to 100,000. 

Premiums given to Stanley deal- 
ers and managers cost from $2 to 
$200. These include watches, rings, 
fur scarves and the like. 44 


Many Unusual Premiums 
Exhibited in New York 


Advertisers, observing the more 
than 10,000 products exhibited at the 
New York Premium Show, spotted 
three trends: 

e Greater use of higher priced pre- 
miums. 

e Packaging of 
usable containers. 


premiums in re- 


e “Come-in” premiums designed for 
use by retailers to 
into stores. 


lure customers 


Premiums of all types—giveaways, 
self - liquidators, 
dealer 


over - the - counter, 
premiums; offers promoted 
through newspapers, magazines, ra- 
dio, TV, direct mail; and items ap- 
pealing to men, women and children 
—were exhibited during the show. 
Sponsored by the Premium Adver- 
tising Assn. of America, the show 
was held at the Hotel Astor Sept. 
21-24. 


>Some of the more unusual items 
that were exhibited included: 


e A “Five-N-One” fishing rod which 
provides the sportsman with five 
tubular glass rods that can be 
adapted to nearly any type of fishing 
—including short and long casting, 
fly fishing, boat and bank fishing. The 
rod looks like an ordinary walking 
stick. The Corning-Illinois glass 
sections are contained in a single 
tube and the whole outfit weighs 
only 11 ounces. The rod was pro- 
duced by Five-N-One Inc. (Dallas). 


eA “seven-in-one” purse. Called 
the “Lovely Lady” and produced by 
Hagerstown Leather Goods Co. 
(Hagerstown, Md.), the purse con- 
tains key chain, mirror, nail file, 
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change purse, bill compartment and 
removable card case. 


e A line of imported Holland pewter 
by Jeka, imported by Braat’s Inc. 
(New York). Included were bowls, 
dishes, coffee pots, teapots, sugar and 
creamers and serving sets. The 
items retailed from $4 for an ashtray 
to $69.50 for a tea and coffee set. 


e BBB Plastics Products (Keyport, 
N.J.) showed a wide variety of in- 
expensive plastic novelties. Some of 
the more unusual items in the dis- 
play were: plastic hosiery dryer; 
four-way measuring spoon; cat and 
mouse game; sleet scraper for auto- 
mobiles and a plastic puppet set. 


e A soapy water dispenser and dish- 
washing brush combination. The 
brush has a plastic container handle 
which is filled with soapy water. 
When the handle is squeezed, the 
water is dispensed through the 
brush. Dishes can be washed with 
the brush without using a dishpan. 
The item was exhibited by Hygenik 
Dishwasher Co. (New York). 


eIn its exhibit, A. C. Gilbert Co. 
(New Haven, Conn.) showed a new 
Polar Cub hair dryer. The compact 
hand dryer is engineered to deliver 
either hot or cold blasts of air. 


eA novelty called the “Comb-O- 
File” was shown by AAA Advertis- 
ing Products Corp. (Brooklyn). The 
item, designed as a purse or pocket 
accessory, combines a comb and nail 
file. The comb can be imprinted. 


eA new type of silver cleaner. 
Damar Products Ine. exhibited a 
novelty, the “Silv-A-Star,” which 
cleans silver without rubbing or 
polishing. The “Silv-A-Star,” a 
magnesium alloy, is placed in a dish- 
pan. When detergent is added, the 
item “draws” tarnish off the silver- 
ware. 


e The Superb Case Mfg. Co. (New 
York) showed a line of compacts 
called Dial-Pacts. The compacts re- 
sembled a telephone dial. Adver- 
tising messages and dealer phone 
numbers can be applied easily to the 
novelty. 


eA “Beer-Lip” — a spout which 
fastens to a beer can making drink- 
ing or pouring from the can easier 
and safer—was exhibited by Her- 
culean Appliances Corp. (New 
York). 


Exhibitors reported great interest 
in the products by the estimated 
5,000 buyers who attended the show. 
Sponsors of the show noted that this 
year showed a marked increase in 
the number of first-time exhibitors. 
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> GIVE CREATIVE 

GIFTS TO YOUR 
CREATIVE 
FRIENDS 


Don't let 
Christmas 
shopping 
stump you 
this year! 
Give these famous 
PRANG Handcraft Sets 
that are bound to make a 
hit and guarantee year- 
round pleasure! 


PRANG COLOR KIT 


A whole storehouse of varied 
art materials that youngsters 
and grown-ups alike will love. ~~ 


Only $4.50. 


C 








PRANG DEK-ALL SETS 
The exciting new medium for dec- 
orating pottery, china, metal, glass 
—> and wood. Kits contain every- 


thing you will need. Priced at 
$2.25 and $3.25. 


—> 


PRANG TEXTILE SETS 
The amazing colors that allow 
you to paint linens, lampshades 
and draperies. Twenty-five 
piece set, only $4.00. 

ALL KITS CONTAIN HUNDREDS 

OF “HOW-TO” IDEAS! —, 
On display at your favorite dealer or 
write for colorful literature. Dept. AR-1 


THE AMERICAN CRAYON COMPANY 
SANDUSKY OHIO NEW YORK 
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peKont TURKE! oY 
canned, y 


So Perfect for — 
BUFFETS — PARTIES 
SMORGASBORD 
‘ICE BOX RAIDS’ 


Here’s something TRULY DIFFERENT 
for BUSINESS & SOCIAL FRIENDS 
MAYBE, an ‘Extra One’ JUST for You 


THESE SUMPTUOUS ‘BIRDS’ are delightful 
down to the ‘Last Sliver’ Plump, full- 
breasted U.S. Grade A selected Turkeys, de- 
liciously CURED with Rare Spices and Zesty 
Aromatic Herbs . . Smoked to Perfection over 
Fragrant Hickory Embers and Flavor-Sealed 
to retain Tangy Tastiness . . No cooking nec- 
essary INSTANTLY Ready-to-Serve. . 


|} ORDERS FOR ONE, or ANY QUANTITY, 


use ORDER COUPON below for Prepaid 
Shipment “Direct from Our Plant.” 


EACH TURKEY INDIVIDUALLY BOXED, with 
your Gift Card enclosed All packing and 
shipping details carefully handled on YOUR 


schedule date 
| 


may be filled through your favorite local 
dealer If he CANNOT SUPPLY YOU, 


‘ 


| STATE WEIGHT DESIRED for each VIENNA 
Hickory Smoked’ TURKEY ordered. (Ap- 
proximate sizes 8, 10, 12 lbs.). Price de- 

live red $1.75 per lb. . . Shipment guaranteed 
within Railway Express delivery limits 


| Satisfaction guaranteed, or 
money cheerfully refunded | 


VIENNA SAUSAGE MFG. CO. | 


(Processors of Fine Foods for 60 years) 


1215 S$. HALSTED STREET (Dept. AR 
CHICAGO 7, ILLINOIS 
(Operating under U. S. Govt. Inspection) 


WHEN ORDERING DIRECT 
USE THIS “SMOKED TURKEY” ORDER COUPON 


(Or, own letterhead) 


Please SHIP PREPAID ‘One’ VIENNA TURKEY to me; or, 
the following number to names on enclosed 


Ibs. @ $1.75 
per ib. Check or M.O. for $ —_. enclosed 


Gift List. Approx. weight each 


Str. Add 


Chip... Zone State 


If YOU Are in any 
of these fields... 


Paper Signs and Identification 
Printing and Binding Materials 
Premiums, Prizes, Audio and Visual Aids 

and Specialties Direct Advertising 
Shows and Exhibits Art and Photography 
Typography and Layout Photoengraving and 
Labeling and Packaging Platemaking 
Radio and TV Production Window and Store Displays 


Your advertising belongs in 
Advertising 
Requirements 


Form New Jobber Group 
At Chicago ASI Show 


The first convention conducted by 
Advertising Specialty Institute Inc. 
(Philadelphia) at the LaSalle Hotel 
in Chicago was greeted with en- 
thusiasm by advertising specialty 
jobbers. The exhibiting manufactur- 
ers generally considered the show 
a success from a business standpoint, 
and the prospects for future ASI 
conventions looked optimistic. One 
of the biggest moves during the 
show, however, was the culmination 
of plans to organize a new advertis- 
ing specialty jobber association to be 
called The Advertising Specialty 
Guild of America. 

At a series of meetings held dur- 
ing the ASI show, officers of the new 
association were elected, acting com- 
mittees were formed and a “Miss 
Advertising Specialty of 1953” was 
selected. The formation of the new 
group on a national scale is an out- 
growth of a local chapter formed in 
Philadelphia some three months ago. 


> Some of the purposes of the new 


ASGA include: 


e Elevating the word “jobber” so 
that it means more than a person 
who buys and sells, but someone 
who advises and gives guidance. 
Using the term “counselor.” 
e Setting up standards both in 
prices and simplification. 
e Providing educational material to 
show its salesmen and customers 
how to secure the greatest return 
for each dollar invested in advertis- 
ing specialties. 
e Educating the public in that ad- 
vertising specialties serve a good- 
will purpose. 
e Providing information on market 
trends, research and developments. 
The new president of the ASGA 
is Frank Cavanau Associates (De- 
troit). Local chapters will be formed 
as soon as possible. Membership will 
be open only to established and ex- 
perienced advertising specialty job- 
bers who meet certain qualifications. 


> Among the more interesting prod- 
ucts displayed at the ASI conven- 
tion were: 


@e Duo-Fast (Franklin Park, IIl.) 
pocket stapler which looks like a 
fountain pen in size and shape and 
clips onto any pocket. The stapler 
is ready for use the instant the cap 
is slipped off. It holds 100 staples 
and can fasten as many as 12 sheets 
of ordinary paper. It is available 
gift boxed with 1,000 staples. 


e A memo pad which contains a 


Specialty Queen Frank Cavanau, 
president of the Advertising Specialty Guild, 
congratulates starlet Hope Ryden after she 
was selected Miss Advertising Specialty of 
1953 during the ASI show in Chicago. 


four leaf clover slipped into the 
cover is being manufactured by Ad- 
A-Day (Taunton, Mass.). Space is 
provided inside the front cover for 
imprinting or inserting a picture. 

e Burgess Battery Co. (Freeport, 
Ill.) has made a useful pocket flash- 
light called “Zebra Light” which 
throws an amazingly strong beam of 
light. The flashlight, which can be 
imprinted on its side, operates by 
pushing a simple thumb switch. 

e The complete line of windproof 
lighters, manufactured by Bowers 
Lighter Co. (Kalamazoo, Mich.) can 
be imprinted in dozens of trade- 
marks, crests, insignias, special de- 
signs, personalized signatures, ini- 
tials and emblems. As many as three 
surfaces can be engraved. 


e Among the beautifully packaged 
assortments of cheese, fruit and 
delicacies available to jobbers from 
Jay Schneider & Associates is 
Fearn’s Open House Smoked Tur- 
key Buffet which includes an 8% 
pound turkey, a jar of gourmet dres- 
sing, a jar of relish, a container of 
cranberry-orange relish, cheddar 
cheese pack, and two pounds of fruit 
cake. 


@ Holiday House (Philadelphia) 
preserves and jellies are available in 
attractive Christmas packages. The 
Holly-Maid assortment includes 
seeded blackberry, strawberry, apri- 
cot, peach, crushed cherry, currant, 
raspberry and quince. 


@ Jo-Day Co. (Miami Beach, Fla.) 
has a complete selection of imported 
confections such as coconut patties, 
pineapple, and citrus fruit. The com- 
pany also handles Florida oranges 
and its “Nukii” rum flavored, coco- 
nut confection. 44 
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Robinson Reminders 
Use Personal Touch 


A new use of personalized adver- . 
tising is now being employed by the \ 
Robinson Reminder Co. (Westfield, 
Mass.). Anyone’s personal signature é * a 
can be written on the front of the 
Robinson Reminder with only a pen- 





cil or ball-point pen. 

_The signature is imprinted by Watch your sales zoom ahead when you in- 
simply writing over a piece of gold <5 a eo 
foil which, when removed, leaves ‘ware vest in the proven results of “Blue Bird 

the signature on the Reminder cover. 4 Uw: balloons as give-aways or self-liquidating 
The Robinson Reminders are used / premiums. They are colorful, entertaining, 
for give-away gifts and the firm far-reaching in effects. 

name can be imprinted. 

Prices on the Reminders range 
from 87¢ to $1.15 for pocket secre- 
taries and 50 to 80¢ on smaller fold- 
over note pads. The Reminders come 
in a saddle finish. 

Details are available from the 
company. 
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New J-Dapter Spouts —Z 
Offered as Premiums c age 
A low-cost advertising specialty 


premium has been introduced by Send for tull pavticulens 


J-Dapter Spout Co. (Akron) for ad- prices and samples. West NATIONAL LATEX PRODUCTS CO. 


: ; ‘ Coast address - 1905 West 
men seeking an item with home- 9th Street, Los Angeles, Ae 


maker appeal. It is a special plastic California. 
bottle spout and cap which can be — ——__—— 
used either as a giveaway or self- 


f= = 
liquidator. nae 
Two models of the J-Dapter Spout is Ss & 
are available—one for milk bottles | VS 
and another for other types of bottles 
and cans used in the home. Both 
models have a special return channel oe 


7 o 
Ye Ta itt ata) 
which prevents spilling. The spouts a 


are furnished either plain or with for 
imprints. q ie ee ee ee eT 
, — and details are available (/ & eager diy meuniere 
rom the company. 

merges effects = | 
Shave Cream Specialty 


Introduced by Jelene 


One of the most unusual advertis- 


soe’s DINER 
mEsAW, TA- 





















eee rae fe, 
TO YOUR SALES PROMOTION 












pi re TE 
anaglyphs? scopes? 


bi-color spectacles? 








ing specialties of the current season W hatever you call ’em-—we make’em! 

is a “private brand” Aerosol shave : Your trademark, logo 
cream. Introduced by Jelene Associ- Yes, we have the bi-colored spec- ith soem = 
ates (Providence, R. I.), the shaving tacles you need — in quantity regular or bow ties, will 
cream comes packed individually in for 3-dimensional printing or ee ac cas 











two-piece chipboard boxes or with 


‘ao aoe movies, in red and blue or red Designed to your needs dignified 
deluxe gift boxes at additional cost. il ain SI a al or flamboyant this HAND MADE 
: . anc ryreen, W oO ear pieces or ‘ 
The cans carry any imprint up to tl - Call oe § I | —— “ ee se 

° ° ° : . , ‘ . ‘ite r gs 2 add punch to your s 
eight lines of copy printed in blue with. “all or write lor samples, vention, new-product announcement, 
ink on a silver paper wrapper. prices. Get fast action. or any special event. Top quality in 


any quantity one unit or a million! 


write TODAY for de- 
tails. Furnish ad samples 
and estimated quantity 


Prices range from 75¢ each in 100 


quantities to 57¢ each in 5,000 lots. FREED M AN C \T- 0 WTS 


Additional details are available 


.. 34 Hubert St., N.Y. 13, N.Y. 

from Jelene. ’ ’ AMERICAN 
Bie a cael (atecte aly.” (SN cine ote CAnal 6-2750 NECKWEAR MFG. CO. 
Reade back Dept. AR11 DEPT. AR 


320 S$ FRANKLIN ST 
CHICAGO 6, ILLINOIS 


1953 75 


‘o 







November, 


Luxury Gift Neckwear 
That Sells For You! 


Imagine your own product or 
trade mark distinctively print- 
ed on the finest silk foulard* 

. worn by top executives, 
customers, salesmen, col- 
leagues or friends . . . a low- 
cost subtle salesman...a con- 
stant reminder of your product. 


ONE TIE OR TEN THOUSAND 
FOUR-IN-HANDS OR BOWS 


ANY COLOR — ANY NUMBER 
OF COLORS 


ALL-OVER PATTERNS OR 
MODERN “SPOT” DESIGNS 


Designed and produced in 
our own plant, to meet your 
exact specifications. 

*Not gaudy “gag” ties! 


PHONE ¢ WIRE © WRITE 
FOR FREE DESCRIPTIVE 
CIRCULAR 


SPARKY 
SPECIALTIES, INC. The 1. W. Harper 
MOnroe 6-7814 ExecuTlE 
489 Milwaukee Ave., Chicago 10, Ill. 





athens 
ET CY Es 
SELL 


tehiels 


@ swell sales in sagging 
areas 

@ give new models a 
big sendoff 

®@ boost dealer enthu- 
siasm everywhere 


Because Balloons... * 


@ are inexpensive, easy to use 
@ have real toy value as premiums 


© carrying printed adver- 
tising far and wide 


low cost information—write 
NOW to Ad Service Depart- 
ment The PIONEER Rub- 
ber Company, 459 Tiffin 
Road, Willard, Ohio 


For samples, ideas, imprint and PARENTS, 


108, 
awe o vee >> 


" Guaranteed by ™ 
Good Housekeeping 


” 
*or we 
45 anveanisto 1H 


Free Electricity Used 
To Boost Range Sales 


Salesmen of Deepfreeze electric 
ranges, when confronted with the 
objection that electric cooking is ex- 
pensive both in use and installation, 
have a formidable answer to give 
their customers in that they do not 
have to pay for the first year’s supply 
of electricity. 

The free electricity idea is the cen- 
tral theme of a new electric range 
promotion, called “Cook on Us,” be- 
ing introduced by Deepfreeze Home 
Appliances (North Chicago). Per- 
sons who purchase any of the four 
Deepfreeze clectric ranges during 
the promotion will be given $25 
checks to cover the average cost of 
cooking electrically for one year. 
Fred C. Lowber, manager of Deep- 
freeze range sales, said the $25 pay- 
ment is more than adequate to cover 
the average yearly cooking costs. 


> To aid its dealers in merchandis- 
ing the “Cook on Us” promotion, 
Deepfreeze has prepared merchan- 
dising kits consisting of two 54x20” 
wall or window banners, two ad- 
vertising mats, 100 hand outs and 100 
postcards for direct mail use. The 
only cost to dealers is for postage, 
which is $2. The central theme on all 
the merchandising material is “Free! 
Cook ‘On Us’ for one year with a 
Deepfreeze electric range.” 

Also available to dealers during 
the promotion are copies of the 
Modern Family Cook Book. The cook 
book, which may be used as a give- 
away with each Deepfreeze electric 
range purchase, features 24 color 
illustrations, 629 pages of interest- 
ing recipes and sells for $4.95 at book 
stores. 44 


Premium Map-Calendars 
Ilustrated In Folder 


The complete line of double utility 
map-calendars made by George F. 
Cram Co. (Indianapolis), is listed 
in an illustrated, eight-page catalog 
which is available from the manu- 
facturer. Space is left open on each 
calendar for imprinting company 
name or advertising copy. 

Calendars come in the individual 
month type or 12 months on one 
sheet. Maps of the U. S., any one of 
the 48 states, the world, combina- 
tions of the U. S. and the world, or 
the U. S. and any state are shown in 
the folder. Most of the maps include 
a city population index and state 
highway indications. 

Sizes of the map and calendar 
combinations range from 30x35” to 


Fingertip Puppet Theater .. . WBNS- 
TV's (Columbus, O.) ‘Aunt Fran’’ helped in- 
troduce a new powdered chocolate milk to 
her children viewers with this self-liquidating 
premium. The toy theater comes complete 
with six fingertip animal puppets and is of- 
fered for a boxtop and 25c. 


19x25” and prices range from $74 
for 50 units of the large map calen- 
dars to $40 for 50 units of the smaller 
combinations. All the maps are in 
color. 
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Date Charm Bracelet 
Introduced by Kohrin 


An unusual charm bracelet has 
been introduced by Kohrin Crea- 
tions (Brooklyn). The bracelet, com- 
plete with a wrist chain, contains 
a month calendar with a special date 
highlighted by a ruby colored stone. 

The unusual charm can be pre- 
pared for any month in the year, 
with any date denoted by the stone. 
The reverse side of the charm can 
be imprinted with special messages. 

In addition to use as a bracelet 
charm, the Kohrin creation can be 
used as a pendant. The unique spe- 
cialty is expected to find special ap- 
plication as a give-away to mark 
anniversary occasions. 

Additional details are 
from the company. 


available 


For your copy circle No. 1137 


Reader's Service Card inside back « 


Bandages Attached 
To Greeting Cards 


Hallmark “get-well” cards now 
come equipped with samples of 
Bauer & Black plastic bandages. The 
promotion is a joint undertaking of 
the Curad division of Bauer & Black 
and Hallmark Greeting Card Co. 

The greeting card, illustrated with 
a picture of a doctor’s bag, is cap- 
tioned: “Sorry about your accident.” 
Inside is attached an actual Curad 
plastic bandage and the verse—‘“Sure 
hope that you recover from your 
accident with speed, and if you’re 
ever hurt again hope this is all you 
need.” 44 


Advertising Requirements 





Publish New Booklet 


On Incentive Plans 


How top companies get employes 
to do better work is revealed in a 
new booklet, “The Incentive Story,” 
being offered sales executives and 
admen by Cappel, MacDonald & Co. 
(Dayton). All phases of “incentive” 
planning from conception to results 
are covered in the booklet. A Life- 
like format illustrates campaign 
themes and case histories of more 
than 44 incentive campaigns used by 
a wide variety of companies. 


For your copy circle No. 1138 on the 
Reader's Service Card inside back cover 
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and 2 Lax toilet 
soap wrappers 


Twin Brush Offer... A “Two for Beauty” 
brush premium is being offered by Lever 
Bros. Co. (New York) for 65¢ plus two Lux 
Toilet Soap wrappers. The brush is actually 
two brushes—a complexion brush and a 
nail brush that can be used together or 
separately. The premium is being promoted 
in national women’s service magazines and 
newspaper supplements and on radio and 
TV. Dealers’ display materials include win- 
dow posters, shopping cart cards, cut case 


cards with ‘‘take-one’ pads and ad mats 
and proofs. 


Folder Describes New 
Advertising Neckties 


Whether loud and shrieking or soft 
and subdued, Sparky Specialties Inc. 
(Chicago) designs and produces all 
types of neckties with advertising 
designs as patterns. The ties are de- 
scribed and illustrated in a two-color 
folder published by Sparky. 

Among the available designs are 
slogans in fluorescent colors; over-all 
patterns utilizing advertising trade- 
marks or company logos; reproduc- 
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tion of ads; manufacturing steps in 
producing a company’s product and 
bow ties that light up, flashing ad- 
vertising slogans. 

The ties described in the folder are 
available in the new narrow shape 
or the conventional width. Adver- 
tisers have a choice of materials— 
satin, silk crepe, silk foulard or 
acetate—and processes—either silk 
screen, hand painted or textile 
printed. Prices for each process and 
material are listed in the folder. 


For your copy circle No. 1139 on the 
Reader's Service Card inside back cover 


Servel Booklet Lists 
Sales Promotion Ideas 


Interesting ideas in contests, dis- 
plays and give-away promotions 
have been incorporated into a book- 
let released by Servel Inc. to help 
dealers sell its automatic Ice-Maker 
refrigerator. 

An “ice-tray carrying” contest is 
suggested to dealers to see how far 
a customer can carry an old style 
cube tray, filled with water, without 
spilling it. Another idea is a guessing 
game whereby the dealer displays 
one of the automatic Ice-Makers and 
a Servel chest-type freezer filled 
with “ice-circles.” Passers-by have 
to guess the number of ice-circles in 
the freezer to be eligible for a prize. 

Among the display ideas is an 
“old fashioned” window. Old fash- 
ioned products such as a grama- 
phone or high button shoes could be 
displayed to dramatize the compari- 
son of the new with the old in home 
refrigeration. The booklet also sug- 
gests that dealers may give away 
bags of ice-circles to party-throw- 
ers. Servel provides insulated bags 
to interested dealers. Copy on the 
bags helps to promote the refriger- 
tor. 

Servel’s automatic 
eliminates the 
trays. 


Ice-Maker 
necessity for ice- 
It freezes ice in half-moon 
shape, stores the ice in a basket and 
automatically replenishes “cubes” as 
they are used. 44 


Offer Low Cost Wallets 


An amazingly low cost wallet is 
being offered as an advertising spe- 
cialty by Morton Edelstein, “The 
Gadgeteer,” (Brooklyn). The stand- 
ard size wallets are available in either 
lizard or black Morocco grain finishes 
at only 8¢ each. Made of a special 
highly flexible plastic, the wallets can 
be imprinted with one to four lines. 

Samples and details are available 
from the company. 


je back cover 





ideas 


RCA VICTOR 


for promotions 
and premiums 


Want to coax a car to give 
its own Sales pitch? 


eeeeveeeeoeveeeeveeeveeeveeeeeeee @ 
Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 

A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells —and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


If it’s your job 
to he lp 
“move” kids’ 
shoes, suits, 
cereals, how 
about a 
recorded trip 
ROCkES to the moon a 
Rie as a premium: 


Custom 
. Record 
ne AWD Sales 


“WS BAsTINS rhcr 
Radio Corporation of America, RCA Victor Division 
New York Hollywood 


( hicago 


RCA Victor Custom Record Sales, Dept. R-110 
630 Fifth Avenue, New York 20, New York 
Rush me by return mail your free record 


and descriptive “idea” folder on the ef- 
fective use of records as: 


() premiums 
NAME 


sts ‘ 
promotions 


TITLE... 
FIRM_ 


ADDRESS 


e@eeeeveeveveeaweeseeeeeeeeeeee ee 





WATCH THIS BOY 
GROW GREEN HA/R { 
your 


~ CUSTOMERS 
wrornaatenow LWiEL, TOO... 


7 
TaB ON BACK |S PLACED IN GLASS OF WA . 
SEEDS STAQT GROWING SHORTLY FOR ABOUT 6 WEEKS 
| SPEOPLE WILL WATCH EVERYDAY, ANO READ 
| YOUR ADVERTISING, TOO! YOU MUST SEE IT 
TO REALLY APPRECIATE iT! 


SALES CO. 


a ue B6i MANHATTAN AVE BROOKLYN 22°N-Y 
RESULTS FROM You 
DIRECT MAIL........ 


USE INVISIBLE, 
INK POSTCAROS. 
"This 1$ SURE-FIRE! Your AD COPY 
AD INWATER AND ZW, YOUR 
a MESSAGE ADPEARS ' 
s AN BE USEC ees 
w ty SO FAR AT Low cos’: 


: PRICES! 
92 MANHATTAN AVE.+ GROOKLY arNeY- 


Printed to order in 

all sizes, choose from 

thousands of available 

up-to-date stock plates 
* 


C. A BLL Co. yim ie 


AND MAPLEWOOD, N. J 


INVISIBLE INK 


POST CARDS are NEW 


Just DIP IN WATER and ‘Presto”’ 
your COMMERCIAL Message or 
CHRISTMAS Greeting Appears Instantly. 

When Card is Dry—The Message 
Disappears. When Dipped in Water 
Again the Message Re-Appears. 

Same Card can be Used Many 
Times—Passes thru Many Hands. 

JOBBERS WANTED 


Ask for Samples and Catalog 


M. E. MOSS AND CO. 


HARTFORD 8, CONN. 


Eight Ball 


sits Gadgets are those hard 
hitting attention getters which 
keep your letters out of the waste 
basket. Waste Basket letters don’t 
pay—they cost. The bigger the 
buyer, the more mail he gets. 
The more mail he gets the faster 
the letters go in the waste bas- 
ket, but the gadget letters stay 
on the desk. I have in stock over 
3 million Gadgets of 1,000 dif- 
ferent kinds to illustrate any 
kind of an idea. Send $1.00 for 
catalog and kit of 50 different 
samples. 


A. MITCHELL 
111 W. Jackson Bivd. 
Room 830 Chicago 4, Ill. 


Cigaret Lighter Gifts 
Described in Catalog 


Deluxe windproof lighters, suit- 
able for engraving and application 
of designs and emblems, are listed 
and illustrated in a catalog published 
by Bowers Lighter Co. (Kalamazoo). 

A variety of lighters is shown in 
the catalog—the flip-up top with 
windguard type, beer can and small 
“whistle” types and table lighters. 
The lighters can be engraved with 
trademarks, emblems, crests, names, 
personalized signatures, monograms 
and special designs. 

Bowers suggests in its catalog that 
advertisers buying the lighters for 
use as incentive gifts or premiums 
keep advertising copy to a minimum. 
In a list of suggestions on improving 
the value of advertising on the light- 
ers, Bowers says: “Many people 
object to using lighters with adver- 
tising copy on the outside—con- 
sider using the inside case for your 
advertisement and the outside case 
for personalization.” 

Prices range from $1.65 each for 
orders of over 1,000 to $2.50 each on 
orders under 50. Many examples of 
advertisers’ uses of the lighters are 
pictured in the catalog. 


For your py circle No 


Maytag Uses Clever 
Doorknob Hangers 


A die-cut, paper doorknob hanger, 
representing a basket of roses, has 
been distributed throughout the 
country by dealers of Maytag Co. 
(Newton, Ia.). A card, pictured as 
if inserted in the roses, reads, “For 
the lady of the house.” The handle of 
the “basket” forms a loop which en- 
ables it to be hung from any door- 
knob. 

The back of the unit, which folds 
at the bottom, is utilized to describe 
Maytag’s line of home appliances. 
Maytag distributed the doorknob 
hangers to its dealers free of charge. 
The dealers, in turn, attached their 
names, inserted various merchandise 
folders which they had available, 
and distributed the hangers through- 
out their neighborhoods. 

As an additional promotion, many 
dealers inserted advertising special- 
ties, such as pot holders, into the 
units. A die-cut slit, near the top, 
enabled dealers to attach merchan- 
dise without fear of its slipping out. 
Besides the basket of roses, Maytag 
has produced doorknob hangers rep- 
resenting such things as a lady’s 
purse and miniaiures of its appli- 
ances. 44 


Best Builder Award . . . Home crafts- 
men now will be able to prove their boasts 
of prowess as master builders by winning a 
special 24-carat gold hammer. Stanley Toois 
(New Britain, Conn.) in cooperation with 
Mechanix Illustrated is offering trophy claw 
hammers with gold-plated heads to eight 
readers who submit the best snapshots each 
month of some workshop project they have 
completed. The hammer, despite its fancy 
head, can be used to pound in ordinary 
nails. 


Ad Agency Distributes 
Handy Monthly Diaries 


Monthly diaries for writing busi- 
ness messages, keeping track of cus- 
tomer names and orders are being 
offered advertisers by Salem Kirban 
of Kirban, Cook & Lockhart adver- 
tising agency (Philadelphia) in con- 
junction with Holland-Duble Co. 
Eight pages of the booklets are re- 
served for advertiser’s name and 
message imprints. 

The booklets contain daily mottoes 
and proverbs such as “One does evil 
enough when one does nothing good.” 
Each daily page contains space for 
messages. 

The booklets are mailed each 
month to subscribing companies. 
Prices are: 500 copies, $38.50; 1,000 
copies, $62.50; additional thousands, 
$57.50. 

Additional details and samples are 
available. 


Issue Premium Catalog 


Hundreds of premium and incen- 
tive gift items are described and il- 
lustrated in a catalog issued by 
Tucker-Lowenthal (Chicago). The 
76-page book lists premiums such 
as diamonds, watches, clocks, novel- 
ties of all types and appliances rang- 
ing in price from a 15-cent strand of 
pearls to $200 Bulova watches. Other 
popular gifts such as buffet servers, 
electric blankets, plastic wallets, 18- 
cent cigaret lighters and inexpensive 
costume jewelry sets are also illus- 
trated in the catalog. 
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Action 


Animation 


LABELING AND PACKAGING 


Amusement 


An expert insists that today’s big appeals in packaging lie 


in three A’s—Action, Animation and Amusement. . . and 


points out some examples that help to prove his point. 


By Egmont Arens 
Industrial Designer 
New York 


It’s so easy to forget. Yesterday 
morning as I chatted with a young 
editor I was moved to get out my old 
label files to show some of the stages 
through which food packaging has 
evolved. And they surprised me, 
those cans of 20 years ago. Flat, one- 
color backgrounds with a_ bronzed 
Indian head, lots of feathers and 
crude vignettes of tomatoes. or 
peaches, pears, evaporated milk. I 
hadn’t remembered how flat and un- 
moving, how completely static the 
old packages were. 

My own ideas back in the early 
thirties were to stimulate consumer 
desires with luscious artwork and 
product differentiation. I worked for 
appetite appeal and better reproduc- 
tion. So did printers, engravers, ad- 
vertising agencies and many design- 
ers. Clients began to demand appe- 
tite appeal, customers bought the 
“ans and packages that had it, and 
as self-service grew, packages came 
to life. 

Paradoxically, there are still major 
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self-service item manufacturers who 
are continuing to use completely 
static packages. By contrast with 
others, those that are well designed 
often look better today than they did 
20 years ago. But, of course, they are 
not exciting buying impulse at the 
point of sale and must compensate 
this loss through advertising. These, 
however, are today’s exceptions. The 
main body of today’s packages are 
either achieving or trying for con- 
sumer appeal at the point of sale, and 
most of those in the food field are 
using appetite appeal and using it 
hard with big pictures, well repro- 
duced. 


> There is a favorite story I like to 
tell about the elevator operator in a 
building with elevators painted a 
bright Chinese red. Asked by a pas- 
senger what he’d do if his wife came 
home in a red dress, the operator re- 
plied feelingly, “I’d moider her!” 
The moral is that red stimulates, 
but too much red may be poison. Too 
much of any kind of emotional ap- 
peal can be cloying. Those luscious 
crumbly frosted cakes on the cake 
flour packages are great to make the 


little woman’s tummy rumble and 
get her pride in her baking prowess 
going, but a glut of cakes surfeits the 
appetite and so she may decide that 
fresh fruit for dessert is healthier- 
and less trouble. There is always a 
point of no return. 


> Circumstances alter cases and 
after producing and selling appetite 
appeal for 20 years I am redistribut- 
ing my portfolio. Appetite is still in 
there, big. But it is no longer the 
cardinal “A” in my packaging list. 
For me there are three other A’s 
coming up fast and big—the growth 
equities in packaging, so to speak. 
They are Action; Animation; Amuse- 
ment. 

In this article, I will not discuss 
the why’s of the change. Why is 
Mickey Mouse sleeping? Whatever 
happened to the Schmoo? They were 
great and they still are. And I’m not 
selling appetite appeal short either. 
There are certain packaging fields, 
certain commodities, where it still 
has its greatest packaging future 
ahead. But these fields are special 
Today’s big appeals lie in the three 
new A’s. 
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For Special Promotions 
and Pick-Up Appeal 


try NASHUA 


Sales Impulse Bands 


To give products a seasonal push 
— or to band several together as 
a unit — use these Nashua Self 
Sealing Bands. 

Samples of bands created for 
several types of products are 
yours for the asking. Write today, 
at no obligation. 


NASHUA 


SURE-HOLD DIVISION 


NASHUA CORPORATION 


54 Franklin Street, Nashua, New Hampshire 





Insertions Combine 
To Earn Advertising 


Frequency Discounts 


* Advertising Requirements 
* Advertising Age 
* Industrial Marketing 


Advertisers using any 
combination of these 
publications issued by 
Advertising Publica- 
tions, Inc., may com- 
bine total number of 
insertions to earn best 
frequency discount for 
each, minimum rate- 
holder regulations 


applying. 


Advertising Publications Inc. 
200 E. Illinois St. 
Chicago 11, Ill. 





New Life... A stiff wooden soldier, Major 
Treat, was redrawn larger, animation added, 
and the soldier became a lively symbol for 
Dominion Dairies. 


> Take Action first. Action is some- 
thing happening. It demands show- 
manship, like that of the glass sales- 
man selling safety glassware. He gets 
impact by throwing one of the res- 
taurant owner’s own glasses to the 
cement floor. The crash and messy 
glass will recall slippery floors with 
whole trays cascading and the large 
items under “overhead” for broken 
glass. The salesman will then pro- 
duce a glass from his own line and 
throw it forcefully. As it bounces he 
will hold out his order slip, already 
made out, for the restaurant man’s 
signature. 

Had the salesman come unprepared 
for action and only told his story of 
the bouncing glass, the prospect’s 
cost resistance would surely be much 
greater and might lose him the sale. 


This is action and action demands 
actors. Food alone, no matter how 
appetizing, cannot convey action. So 
we are going to find that the package 
is incomplete without actors. Who 
will they be? They will be humans, 
photographed, drawn, and cartooned; 
they will be animals; they will be 
figments (like Snap, Crackle and 
Pop). They will be what ingenuity 
can devise. But they will have the 
characteristic of being able to act. 


> Animation comes next. And ani- 
mation is the sense of the action. You 
know, if you are a camera fan, how 
many shots are well supplied with 
actors, yet when viewed, are dead, 
still, lifeless. The glassy stare into 
the camera, the “look pretty” grin: 
the posed, unnatural stance, plague 
us and bore our audience. Yet the 
simplest pose is engaging when it 
conveys a spirit of animation. 

As a good photographer knows, 
this spirit can be conveyed in many 
ways including contemplation. It 
does not mean that the characters 
have to be all over the lot. A subject 
about to bite into an apple or read- 
ing a book can convey animation. 


In packaging, we may illustrate 
this change from static to animated 


presentation with two simple ex- 
amples: 


e The first happened in our own 
shop in a package redesign we did 
for Dominion Dairies of Canada. Do- 
minion produces a line of ice cream. 
Their previous packs used a typo- 
graphical presentation of flavors with 
a trademark on the side panels of a 
bright, stiff, little wooden soldier 
above the legend “Guards Quality.” 
We had planned to give the packages 
real appetite appeal but I decided, as 
well, to put the little trademark to 
work. We took him off the side and 
moved him to the front of the pack- 
age; gave him a name, “Major Treat.” 
Then we redrew him, bigger and 
brighter, breathed some life into him, 
and gave him the job of holding out 
his arms with a delicious plate of ice 
cream. Dominion agreed to a name 
change and the line was christened 
“Major Treat Ice Cream.” 


e Another example is the Minnesota 
Valley Canning Co. of Le Sueur, 


—— 
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Bigger Giant. . . The Green Giant trade 
figure was also redrawn larger and made 
more lifelike. Here the package is repro- 
duced in an ad. 


Minn., canners of corn and other 
vegetables under several brand 
names. For many years this company 
has owned and used as a trademark, 
an inspired leaf-clad Adonis dubbed 
“Green Giant.” Sparked by the Leo 
Burnett agency in Chicago, it was 
decided to put the Green Giant to 
work. Executives at this agency, who 
are particularly alert to the many 
similarities and interplays between 
advertising and packaging, first en- 
larged the Giant and gave him things 
to do in the ads. They then enlarged 
him on the packages and showed him 
presenting the product as if offering 
the shopper an appealing gift. Even 
the company name has been changed 
to Green Giant Co. 
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In both these cases we see a trade- 
mark more or less_ transformed, 
through animation. The trademark, 
formerly static and self-contained, 
now reaches out of itself to a rela- 
tionship with the consumer. A 
projection has taken place which 
changes the trademark into a living 
force with a story to tell. 


> Our third new “A” for package 
design is Amusement. And, in my 
view, it is the most vital. For it sums 
up and directs use of the other two. 
Is it television with its conditioning 
toward visualized personalities or 
merely growing expertness and flexi- 
bility in art and merchandising which 
makes amusement figure so impor- 
tantly now? I cannot say. But I do 
know that the advertising agencies 
have known for many years the vital 
role of amusement in humanizing 
wares and selling them. Even before 
N. W. Ayer and BBD&O, the ancient 
Greeks were giving to the great 
natural forces around them—the sun, 
moon, seasons and the sea—human 
lineaments, names and stories. “The 
Sweetheart of the Corn,” revived by 
Kellogg, has more human appeal 
than just plain corn flakes. Major 
Treat is more fun than ice cream. 
The Green Giant gives peas an emo- 
tional link they don’t have by them- 
selves. That emotional link is terri- 
bly important—it’s the very heart 
and soul of salesmanship. 

Of course, to make a _ package 
amusing is not easy. The resources 
are limited. The Kellogg series of 
animals—another Leo Burnett cre- 
ation—is a prime current example 
of achievement. These designs de- 
manded imagination, ingenuity and 
flexibility. Just reproducing a screen 


Tigers and Kangaroos... The use of 
amusing animal figures improved Kellogg's 
packages and created more customer ap 
peal. A national ad (top) adapted the pack- 
age tiger (lower right). The back of the pack- 
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Heightened Impact .. . The new Brillo 
box demonstrates how rearranging the ele- 
ments slightly and adding depth to logo let- 
ters can improve the impact of a package. 
The same theories were carried out in all 
the packages in the Brillo line. (photo at 
right.) 


star’s face is not enough. The con- 
sumer must be invited in, so to 
speak. The package must open doors, 
not leave them shut. 


> What all this will mean is a revo- 
lution in packaging. We are seeing 
this revolution in magazine formats 
too. The static, designed format is 
disappearing to make way for the 
flexible changing cover which in- 
trigues us anew each issue. So with 
packages. We will begin to look at 
them more as stories, as ads, as val- 
uable space with readership. And we 
will realize that readership is stimu- 
lated by elements of repetition con- 
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trasted and varied by continuing ele- 
ments of change. 

Flexibility will be the keynote of 
our most successful packagers today 
and tomorrow. Product demonstra- 
tion will happen right on the pack- 
age, as in the redesign we completed 
for Brillo last year. Figures will 
move in, doing things. The public 
will be entertained. 

The manufacturer who will work 
with his agency and designer to mas- 
ter the three new A’s, will like the 
resulting tinkle of the cash register 
at the check-out counters. 


PEPPER 
or BOTH from 
om SHAKER 


AKE-A-MA 
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FORMERLY THE FULL TIME OF THREE GIRLS... 
(one on each shift) was required to apply 
water-moistened labels to these combination 
salt and pepper shakers made by Berea Plastics. 
NOW NO SPECIAL LABELING OPERATORS ARE NEEDED. 
The simplified Avery labeling method permits 
the press operator to label each 
shaker as he removes it from the mold. 
SPEED AND ECONOMY—Kum-Kleen self-adhesive 
labels are LAID ON with a finger-touch—no 
moistening, no mess! They stay neat and 
attractive—won’t dry out, pop, curl or peel—yet 
are easily removed without soaking or scraping. 


AVERY ADHESIVE 


Where can YOU 


LABEL CORP., DIV. 113 


WES tte] y1 19 7 Liberty St., New York 6 


: : 1616 So. California Ave., Monrovia, Calif. 
in YOUR business? 608 So. Dearborn St., Chicago 5 


Offices in Other Principal Cities 


age (left) combines a child's game with sell. 
Katie Kangaroo is used interchangeably with 
the tiger on the package's panels. 
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Cellophane’s Many Uses 
Covered in New Leaflet 


The history, manufacture, pack- 
aging functions and uses of cello- 
phane are described in copy and a 
series of cartoons in a new leaflet 
published by the Sylvania Division, 
American Viscose Corp. 

“Cellophane is many things to 
many men,” and the folder covers 
them all from “butcher to baker to 
candlestick maker.” The list shows 
how cellophane is used in packaging 
cigarets, cigars, candy, produce, proc- 
essed meats, bakery goods, frozen 
foods and textiles. 

A second list covers the steps of 
manufacture of cellophane 
“solid to liquid to solid.” 


F 


from 


rf your copy No. 1144 on the 
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How To Use Containers 
As Merchandisers Told 


How to utilize corrugated boxes 
as merchandising tools is described 
in a booklet published by Hinde & 
Dauch Paper Co. (Sandusky, O.). 
What to consider in planning a mer- 
chandising package is also covered. 

How To Merchandise with Corru- 
gated Boxes provides the adman 
with a list of 10 merchandising jobs 
boxes can do. Among the jobs men- 
tioned are: Increase sales by in- 
creasing unit of sale; increase sale of 
related items; introduction of a new 
product, and selling by indentifica- 
tion through self-packaging. Each of 
the merchandising jobs is illustrated 
in the booklet by Hinde & Dauch 
applications. 


circle No. 1145 on the 
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Embossed Seal . . . To emphasize brand 
name and quality features, without the ex- 
pense of individual packaging, Munsing: 
wear uses this embossed seal, designed and 
produced by the Dennison Mfg. Co. (Fram- 
ingham, Mass.), on its T-shirts. The seal is 
printed dark green with a reverse plate and 
embossed on silver foil to lend a shadow. 
box effect. 
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Easy Assembly . New Blister-Pak 
package offers visibility and protection for 
the product and is easily assembled. The 
product, a Master metal rule, is inserted in 
the custom formed plastic case. The back of 
the die-cut card shows the pressure-sensitive 
adhesive and face of the card before fold- 
ing is displayed next to it. On the right is 
the completed unit showing the plastic pack- 
age securely fastened to the dispenser card. 


Merit Displays Creates 
Plastic Vending Units 


A custom tailored transparent 
plastic case, incorporated into a 
counter card, is a unique develop- 
ment in unit vending announced by 
Merit Displays Co. (New York). The 
new case, named the Blister-Pak, is 
custom formed of plastic to fit the 
product, regardless of its size or 
shape. 

The plastic container protects prod- 
ucts from moisture and dust yet pro- 
vides clear visibility of the contents. 
The plastic “bubble” container is at- 
tached to a die cut printed card. The 
card is scored for folding and treated 
on the back with pressure-sensitive 
adhesive. 

The unit is easily assembled. The 
product is inserted into the Blister- 
Pak, which is then placed through the 
die cut opening from the back of 
the card. A lip on the plastic con- 
tainer holds it in place until the fold 
is made and a flap of the card at- 
tached to the pressure-sensitive ad- 
hesive. The cards can then be used 
as individual selling units or dis- 
played on a counter sign. 

Eversharp and Master Rule Co. are 
using the cases to introduce new 
products. 44 


How to Make Cellulose 
Acetate Packages Told 


How cellulose acetate packages are 
made is explained in a new manual 
published by the Monsanto Chemical 
Co. (Springfield, Mass.). 

The size and weight of available 
sheets, cutting, sewing and emboss- 
ing, and the manufacture of round 
and square packages are outlined. 
Directions for making all types of 
acetate covers, toys and packages are 
given. With the manual is a folder 


describing Monsanto’s product, Vue- 
pak, suggesting many uses and men- 
tioning the company’s technical 
package advice service. 

The manual has 12 two-color pages 
punched for a three-ring notebook. 


For your copy circle No. 1146 on the 
Reader's Service Card inside back cover 


New Packaging Folder 
Offers Helpful Chart 


A comparison of a variety of plas- 
tic packaging films is presented in a 
new two-color brochure put out by 
Durethene Corp. (Chicago). While 
the brochure deals primarily with 
prepackaging of produce in poly- 
ethylene bags, admen will find the 
comparison chart contains helpful, 
general information on plastic films. 
The various properties, such as oil 
resistance, tear strength and cold re- 
sistance of Polyethylene, Cellophane 
and Pliofilm, Vinylite, Saran and 
Cellulose Acetate are compared in 
the chart and each is given a rating. 


For your copy circle No. 1147 on the 
Reader's Service Card inside back cover 


Design New Reusable 
Plastic Shrimp Basket 


An attractive, handy package for 
ready-to-fry shrimp, scallops and 
fish fry has been created by Cello- 
Masters Inc. (New York) for Redi- 
Food Co. (New York). Called 
“Shrimp in the Basket,” the reusable 
package is actually a plastic basket, 
cellophane wrapped. The wrap is 
colorfully printed in red, yellow and 
green and includes a front panel 
which lists other Redi-Food prod- 
ucts. 44 


Compact Package .. . To introduce its 
new combination make-up base and face 
powder, Bourjois Evening In Paris adopted 
a package that is designed to serve as a 
compact. The attractive compact is blue 
plastic with a sparkling star ornament. A 
mirror and powder puff are included in the 
package which retails at $1. 
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DIRECT ADVERTISING 


Ford Establishes a New 


Method for Handling Its 
Direct Mail Advertising 


By Dick Hodgson 
AR Managing Editor 


The 15% agency commission is 
now an established thing for direct 
mail . . . at least in a precedent 
setting arrangement between Ford 
Motor Co., its agency, J. Walter 
Thompson Co., and R. L. Polk & Co., 
Detroit direct mail specialists. 

The story of the unusual arrange- 
ment was disclosed in one of the 
special sessions at the annual Direct 
Mail Advertising Assn. convention 
in Detroit, Sept. 30-Oct. 2. The con- 
vention, a booming success both 
from the standpoint of attendance 
and interest, drew over 1,000 admen 
to the motor capital. 

The session dealing with Ford’s 
direct mail set-up drew special at- 
tention. Speakers at the session were 
W. H. Beatty, vice president of R. L. 
Polk & Co.; Frank J. McGinnis, 
manager of advertising, sales pro- 
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motion and training for Ford; Nor- 
man H. Strouse, vice president of J. 
Walter Thompson Co. and super- 
visor of the Ford account, and Elmo 
Roper of the Roper Organization. 


> Mr. McGinnis explained that Ford 
has long followed the traditional 
auto business practice of offering 
dealers a direct mail program to 
promote their service business. He 
explained Ford’s former practice: 
“About once a year someone in the 
advertising department would sud- 
denly realize that the annual direct 
mail program needed to be prepared. 
Then for a couple of months or so 
would result the doggondest scurry 
and flurry you could imagine. Some- 
times the agency would prepare the 
copy sometimes R. L. Polk 
would do it. Sometimes the themes 
were integrated with our national 
advertising—sometimes they weren't. 

“At any rate, a plan book was 


prepared covering our direct mail 
program for a whole year in ad- 
vance. It was mailed out to dealers 
or it was sent out to our district 
offices and there our field managers 
carried it out and shoved it at our 
dealers and, lo and behold, the 
dealers bought several million pieces 
of it and everybody was happy .. . 
and everybody promptly forgot it 
for another year.” 

But, in spite of what seemed on 
the surface to be success, Ford 
wasn’t satisfied with this direct mail 
program. “As we studied it,’ Mr. 
McGinnis explained, “we concluded 
there were several things wrong 
with it. Somehow, it didn’t seem to 
be measuring up to the rest of our 
advertising. Copywise, it was the 
same old blueplate special year after 
year and it wasn’t integrated enough 
with our other advertising. Also, 
the amount of dealer participation 
seemed too low to us and the 
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amount of dealer complaint about 
direct mail and the way it was sold 
to them was too high. 

“We didn’t seem to be getting 
the questions about direct mail an- 
swered. The same old questions and 
the same old problems kept popping 
up all the time.” 


> The result was that Ford began 
getting restless about the entire di- 
rect mail set-up and began search- 
ing around for a new method of 
handling it. The company recognized 
several specific problems: 

e The method of explaining it and 
selling it to dealers needed improve- 
ment. 

e Copy required a better tie-in with 
national themes and better utiliza- 
tion of tricks learned in creating 
readership. 

e Lists needed improvement in 
compilation and better timing to fit 
the mail program. 

e A better understanding by dealers 
of just how accurate a list could be 
and their part of the job in keeping 
it up-to-date was also needed. 

@ The whole direct mail approach 
required concrete research. 


With so many problems involved, 
Ford decided to give the complete 
job to their agency, J. Walter 
Thompson. Mr. McGinnis explained, 
“Not only would they write the copy, 
as they had sometimes in the past, 
but they would also be responsible 
for the complete package, including 
planning, production and the selling 
of direct mail to our dealers. And 
for this we would pay them a com- 
mission . . . the usual agency 15% 
commission on everything except 
postage.” 

To handle the job, JWT set up a 
direct mail department. Not only 
was this department in the position 
to serve Ford, itself, but it also 
served as the advertising counsel for 
the dealer committees set up to 
handle advertising and sales promo- 
tion problems of a local area nature 
in each of Ford’s 33 sales districts. 
JWT set up a field force to cover 
these committees. 


> One important factor in the set-up 
was giving R. L. Polk, which handles 
the production and distribution of 
Ford’s direct mail, the status of a 
“publisher.” This move made it pos- 
sible for the entire set-up to closely 
parallel the agency handling of other 
media. The background was ex- 
plained by Norman Strouse of JWT: 

“The only thing that was wrong 
[with Ford’s old direct mail ap- 
proach] was that the medium was 
really nobody’s responsibility from 
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the planning stage to the final im- 
pact on the consumer. To staff the 
advertising department adequately 
to assume this responsibility would 
have required payroll increases 
which would never have been ap- 
proved by the budget department, 
or sales management, who, not being 
close to the picture, visualized direct 
mail as just a simple matter of 10 
or 12 little mailings. On the other 
hand, the agency couldn’t be asked, 
in all fairness, to take over complete 
responsibility without a compensa- 
tion basis equivalent to that of other 
media. 

“A forthright decision was made, 
then, to turn the entire job over to 
the agency, with R. L. Polk literally 
becoming the ‘publisher.’ These roles 
were new to both principals, but 
through a series of conferences we 
finally drafted a contract which 
spelled out this new relationship in 
such a fashion as to place the direct 
mail medium for the first time on 
an equality basis with other adver- 
tizing media. We were then in a posi- 
tion to give Ford’s direct mail the 
full agency treatment, and assuming 
with it complete responsibility for its 
success.” 


> One of the first steps the agency 
took was to recommend that a com- 
prehensive research program be in- 
augurated. They particularly wanted 
to: 

e Find out more about the medium 
than any available data could give. 


e Determine the degree of reader- 
ship the new campaign achieved as 
it went along. 


e Establish bench marks that they 
could look back at from time to 
time to get some idea of the selling 
progress they were making. 


> To aid in the research project, the 
services of the Roper Organization 
were secured. The research firm 
began checking on the Ford direct 
mail program and, according to Mr. 
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Strouse, “Within the first year it 
became perfectly clear to all of us 
that the rewards of this research 
were rich indeed. For the first time, 
instead of flying by the seat of our 
pants in the direct mail medium, we 
began to assemble a few dependable 
instruments to help us keep on the 
beam.” 

The things Roper learned are not 
only of value to Ford and JWT, but, 
in several instances, are a good 
guide for any direct mail user. Elmo 
Roper explained the research meth- 
ods and some of the results: 

“To begin with, our primary pur- 
pose was to provide some measure 
of the effectiveness of the mail- 
ing pieces, which were mailed out 
monthly by R. L. Polk over the 
signature of local Ford dealers 
to owners of relatively late-model 
Fords, across the nation .. . We did 
not attempt to measure effectiveness 
by asking recipients of this direct 
mail what they did as a result of 
getting it. Instead, we ask recipients 
first what service they had had 
performed on their cars recently, 
how long ago this service was per- 
formed, and where it was _ per- 
formed, with no mention at all of 
direct mail. Having obtained this 
data, we then showed the direct mail 
piece that had most recently been 
sent out, together with two other 
mailing pieces that had not been 
sent out (to both minimize and 
measure exaggeration), to respond- 
ents and asked them if they re- 
membered seeing any of these pieces. 
Those respondents who had seen the 
Ford piece were than asked several 
more detailed questions about this 
piece, but they weren’t asked what 
they did as a result of receiving 
the piece. This was determined by 
cross tabulation of their previous 
answers about what service they had 
had performed, when, and where, 
with their answers to whether or not 
they had seen the direct mail.” 
> A survey was conducted after 
each mailing piece had been sent out. 
The mailings were made monthly 
and approximately a week after the 
mailings had been received, a cross 
section of 500 recipients was inter- 
viewed. By interviewing following 
each mailing, Roper was able to com- 
pare the effectiveness of each in- 
dividual mailing piece and was also 
able to measure the cumulative ef- 
fect of the whole campaign. 

Some of the more interesting re- 
sults of the research included: 


e Just over three pieces of mail per 
day are received by the average 
Ford owner. This includes personal 
letters, bills, advertising, etc. 
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e 44% of the interviewees pass along 
all direct mail to the addressee and 
another 29% pass it along if they 
think the addressee will be inter- 
ested in it. 










@ Recognition increased as the cam- 
paign continued. When the campaign 
first started, the current piece re- 
ceived a 54% recognition rating. 
Eight months later the recognition 
rate was up to 66% and the average 
recognition rate for the full year 
of the study was 61%. For “rec- 
ognition,” the recipient had to name 
the Ford dealer by name or by loca- 
tion—just “the Ford dealers,” 
“Ford,” or similar answers were not 
accepted as recognition. 












e The tabulation of results showed 
that there is a high correlation be- 
tween having lots of service work 
done, and done at a Ford dealer, and 
having read the direct mail. For 
example, 92% of those who re- 
membered the current piece had 
service work done during the pre- 
ceding month, and only 79% of the 
non-rememberers did; 46% of the 
rememberers had work done at a 
Ford dealer, as against only 34% of 
the non-rememberers. 

The statistics developed by Roper 
also gave JWT and Ford an op- 
portunity to evaluate the effective- 
ness of one piece against another 

and thus learn some specific 
lessons on direct mail effectiveness. 






































> But research isn’t the only thing 
that has helped to produce a more 
effective direct mail campaign under 
the new Ford set-up. Mr. Strouse 
explained some additional results: 

“On the creative side, we have 
capitalized on the agency’s com- 
plete creative facilities, from the re- 
view board down. We have pur- 
chased better art, utilizing nationally 
recognized artists; we have de- 
veloped more effective formats 
based on sounder analysis of tech- 
nical requirements, and we have 
done an even better printing job. 

“On the technical side, we have 
developed a more efficient handling 
of the flexible values of the medium, 
including individual dealer signa- 
tures, service specials and service 
sales slogans. We have effected econ- 
omies because of a more orderly 
method of procedure, to the point 
that an important part of the agency 
commission is saved in that 
alone.” 

Mr. Strouse cited one specific in- 
stance: “For the format we have 
been using, clip sealing has always 
been considered a ‘must.’ Coming in 
with a point of view that questioned 
everything which formerly had been 
assumed, we questioned this one. We 
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The Agency and Direct Mail 


In this speech at the Detroit direct 
mail convention, Norman H. Strouse, 
J. Walter Thompson Co. vice presi- 
dent, presented a_ six-point outline 
of what he considers the advertising 
agency's position should be in meet- 
ing the challenge of the direct mail 
medium: 


1. We should recognize that the di- 
rect mail medium is not exclusively 
a mail order or sales promotional 
medium, but rather that properly un- 
derstood and appropriately used, it 
is also a national advertising medium 
possessing special characteristics of 
selectivity and personalization. Con- 
sequently, it should be ever present in 
the portfolio of advertising media we 
study and choose from in fashioning 
of our clients’ campaigns. 


2. We should become as well ac- 
quainted with the unique characteris- 
tics of direct mail as we are with those 
of other media; and thus be able 
to educate our clients to a more 
accurate evaluation of the medium. 
Part of this objective is to eliminate 
the ‘‘mail order’’ concept—the con- 
cept that direct mail should be used 
only to secure direct orders. We don't 
demand that of other media. In to- 
day's selling, the great job of ad- 
vertising is to pre-sell consumers so 
that when they walk into the retail 
store or dealership they bring with 
them an educated conviction that your 
product is what they want. And direct 
mail can do that just as well as any 
other medium where its use is ap- 
propriate. 


3. We should think in terms of market 
coverage we wish to achieve. In 
other words, how many prospects (and 
in direct mail we can come very close 
to eliminating all people who are not 
qualified prospects) should we reach 
in order to give effective market sup- 
port to the volume of goods or serv- 
ices we wish to move. Once we have 
this target in mind, we should make 
certain that the circulation we want 
to buy is actually bought, through 
centralized administration of the me- 


dium. If it is not used in this fashion, 
the agency would be perfectly justi- 
fied in insisting that the costs not be 
included in the advertising budget. 


4. The agency should insist that, in- 
asmuch as direct mail properly used 
is an advertising medium, it should be 
subject to the traditional agency com- 
mission, thus providing its propor- 
tionate share of support of complete 
agency facilities. This can be accom- 
plished either by tripartite agreement 
between the direct mail principal, the 
agency and the advertiser that prices 
or rates quoted will be gross, sub- 
ject to 15% agency commission; or 
through agreement with the advertiser 
that agency commission will be 
accomplished by the addition of 
17.65% to the net figures. There is 
ample precedent for this latter alter- 
native in the field of radio and TV 
talent costs and the costs of artwork 
and mechanical production. 


5. We must not think of direct mail 
as 90% copy and 10% space buy- 
ing. Building of accurate circulation 
lists and the maintenance of these 
lists on a current, live basis is on a 
level of importance equal to that of 
the creative work. Vast sums of money 
are wasted through lists that reach 
a relatively high percentage of the 
wrong people, or which become ob- 
solete through negligence. 


6. We must have the courage to 
recommend direct mail strongly where 
it fits, and recommend against it with 
equal emphasis where it does not. But 
in either case, we should back our 
recommendations with facts, just as 
we do with other media. And when 
we do recommend it, we should 
make certain that we have a plan 
for its use which will capitalize fully 
on the unique opportunities in the 
medium for a high degree of se- 
lectivity, retail indentification and per- 
sonalization. The handling of the 
mechanics of these features is a 
complex job, but they are the very 


qualities which make the medium 


great. 





made controlled mailings to the same 
addresses, two weeks apart, one clip 
sealed, the other not. There was 
absolutely no difference in the con- 
dition in which the mailings were 
received. We then went after a post 
office ruling, and got it, which per- 
mitted us to eliminate clip sealing 
from 90% of the mailings. The sav- 
ing was $70,000. That saving alone 
was the equivalent of the agency 
commission on a half-million dol- 
lars’ worth of direct mail.” 


> The Ford-JWT-Polk set-up has 
now been in operation for four years 
and all parties involved appear to be 
completely happy with the plan. 
Frank McGinnis underscored the 
major results at the conclusion of 
his speech: 

“Direct mail usage by our dealers 
is increasing each year. We now 
have the best direct mail coverage of 
our market we have ever had. We 
know our messages are being better 
delivered and better read ... At 
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our regular advertising meetings, 
direct mail comes in for equal and 
regular attention with the rest of 
the advertising media.” 44 


Variety of Items Shown 
In Direct Mail Exhibits 


Evidence that the direct mail me- 
dium is becoming more mature was 
found in the commercial exhibits at 
the Direct Mail Advertising Assn. 
convention in Detroit. Unlike past 
exhibits when major new develop- 
ments in equipment, supplies and 
services were in abundance, the 1953 
convention exhibits drew attention 
mainly because they presented a 
well-rounded array of the already 
established direct mail tools. 

There were some refinements in 
existing equipment, a few new serv- 
ices and supplies, but, for the most 
part, attention was directed toward 
new applications of standard items. 

Among the exhibits attracting spe- 
cial attention were the following: (for 
additional details, circle the number 
preceding each item on the Reader’s 
Service Card inside the back cover 
of this issue) 


> 1102... Roneo Division of Addo 
Machine Co. Inc. (New York) 
showed its “500” mimeograph which 
delivers “perfect” first copies with- 
out wasteful trial runs. A special ink- 
ing system is said to eliminate ink- 
stained hands, eliminate the need for 
slip-sheeting and offer other advan- 
tages. Instantly changeable cylinders 
make multi-color mimeographing 
simple. 

The company also showed work 
produced through its Roneotronic 
stencil maker which cuts stencils 
electronically. The unique stencil 
maker delivers gravure-like half- 
tones of very high fidelity and line 
work. The stencils are now cut by 
the firm in New York only, but 
plans are underway for other serv- 
ice centers. 


> 1103... Remington Rand Inc. 
(New York) introduced a new elec- 
tric typewriter with a special attach- 
ment for cutting Elliott address sten- 
cils. The specially-built machine per- 
mits much faster stencil cutting with 
finer quality. The stencils are in- 
serted into a special carriage which 
automatically allows inked-ribbon 
typing on the stencil card and ribbon- 
less typing on the stencil, itself. 


> 1104... Reply-O-Products Co. 
(New York) exhibited production 
samples of a unique self-mailer with 
a built-in reply card. The folders 
have two die-cut windows. The ad- 
dress of the recipient, already im- 
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printed on the message side of the 
reply card, shows through a window 
on the face of the folder, providing 
the address for mailing. The return 
address of the dealer, printed on the 
reply card, shows through an inside 
window, instantly converting the 
folder to dealer-use without special 
imprinting. 


> 1105 ... Tension Envelope Corp. 
(Kansas city) showed three new 
envelopes: 

e An outgoing-incoming envelope 
“package.” The sales message is 
printed on a perforated flap of the 
outgoing envelope. When this flap 
is removed, an incoming envelope, 
complete with sealable flap, remains 
for reply use. 

e A reply envelope with built-in 
coin pocket. 

e A “Bookvelope’’—an envelope 
with a special flap for binding into 
catalogs. Setback gummed seams al- 
low for trimming with the rest of the 
catalog. The setback seams also re- 
duce thickness by one-third, elim- 
inating “bulking” frequently present 
in envelopes bound into catalogs. 


> 1106... Cupples-Hesse Corp. 
(St. Louis) exhibited a new “wicker- 
weave” envelope which can be deliv- 
ered in a variety of color combina- 
tions. The weave is embossed on the 
envelop stock and presents a high 
quality appearance without weak- 
ening the envelope. Several other 
special envelope finishes were also 
shown—all available in a number of 
special color combinations. 


> 1107...Abe Mitchell & Co. 
(Chicago) showed hundreds of let- 
ter gadgets and attention-getters. 
Among the new items exhibited were 


‘We're rather rough around here on sup- 
pliers who don't deliver stuff on schedule!”’ 


“talking” Christmas letters—colorful 
stock letterheads with a plastic strip 
attached. When the fingernail is 
rubbed along the plastic strip, it de- 
livers a talking message. Also ex- 
hibited were “pop-up” mailers. When 
the mailing pieces are removed from 
the envelope, cardboard models of 
products spring up in full three di- 
mensions. 


> 1108 ... Appleton Coated Paper 
Co. (Appleton, Wis.) displayed a va- 
riety of coated printing papers. Of 
special interest were two-tone papers 
—a different color on each side of 
the stock. With uneven folds or die- 
cutting, the stocks give added color 
to direct mail pieces at little extra 
cost. (Samples are available from the 
company ). 


> 1109... Mohawk Paper Mills 
Inc. (Cohoes, N. Y.) exhibited its 
special stock made from alpha pulp— 
a wood pulp with many of the qual- 
ities of cotton-content pulp. The 
stock has an exceptionally smooth 
surface without the usual glare or 
harshness, permitting high quality 
reproduction at reduced cost. (Sam- 
ples are available.) 


> 1110...American Automatic 
Typewriter Co. (Chicago) showed its 
new Auto-typist, an automatic type- 
writer which permits selection of var- 
ious paragraphs from a pre-typed 
record roll. The new model has but- 
tons with which up to 30 different 
paragraphs may be selected in any 
combination from a record roll con- 
taining as many as 250 typed lines. 


> 1111... Evans - Winters - Hebb 
Inc. (Detroit) exhibited samples of 
many of the direct mail pieces it has 
produced and printed for a variety of 
firms. Special interest was attracted 
by an unusual “calling card” which 
contained an accordion folded string 
of automobile models printed in full 
color. The card can be used to pre- 
sent as entire product line. 


> 1112...Diamond Match Co. 
(Springfield, Mass.) displayed a wide 
variety of methods by which book 
matches can be used for direct mail. 
The exhibit included a number of 
unique cartons. Diamond offered 
several folders which showed in de- 
tail how book matches can do an 
effective direct mail advertising job. 
(Copies are available from the com- 
pany.) 


> 1113... Wolf Detroit Envelope 
Co. (Detroit) showed a variety of 
envelopes with special advertising 
messages. The company has devel- 
oped several new techniques for ap- 
plying advertising to all types of 
mailing envelopes. 
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showmanship 


IS easy with these colorful Duplex Papers 


\ \ 


\ wit Woodbine Duplex enamel (different 


each side), you start with harmonious colors 
before the printing press goes to work. One 
impression gives you a multi-color job. Econ- 
omical, of course, but the big advantage is 
high attention value literature that increases 
results. These papers are also ideal for novel 
die-cut and fold combinations that will make 
your mailings different — unusual — unique. 


WOODBINE 


DUPLEX ENAMEL 
IN SIX COLOR COMBINATIONS 


DULLCHROME 


COATED BOOK 
TINTED ONE SIDE 


These portfolios — filled with clever, 
colorful ideas — are free to advertisers 


WOODBINE and printers. Please make request on 
DUPLEX your business stationery. 
COATED BRISTOL 


THE APPLETON COATED PAPER COMPANY 


APPLETON, WISCONSIN @) 
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A TECHNIQUE FOR | 


PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which make 
successful novels, radio programs, 
moving pictures, sales campaigns 
and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
are produced.” 

Enthusiastically endorsed by sales 
managers, editors, advertising men, 
salesmen, business executives, col- 
lege professors and students who 
have read it. Send for your copy of 
A TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


10% discount in quantities of 10 or 
more. 


Advertising Requirements 

200 E. Illinois St., 

Chicago 11, Ill. 

Gentlemen: 

Please send me on 10-day money- 
back guarantee copies of “A 
Technique for Producing Ideas.” 


Enclosed is $ 


> 1114...Times Facsimile Corp. 
(New York) showed its Stenafax 
electronic stencil cutter in operation. 
The machine, available for purchase, 
cuts stencil preparation time to six 
minutes. It will cut stencils for re- 
producing any graphic materials and 
can also reproduce direct positive 
single copies and masters for offset. 


> 1115... Addressograph - Multi- 
graph Corp. (Cleveland) had the 
largest exhibit at the convention. The 
display included three new machines: 
e Multilith Tandem Model 1275 with 
two printing heads which permit 
printing two colors on the same side 
of the sheet, a different color on each 
side of the sheet or the same color on 
both sides. The model handles sheets 
from 3x5” to 934x14”. 

e A new fast-feed Addressograph 
which can address 8,000-8,400 pieces 
per hour. 

e A new automatic Graphotype 
which automatically feeds, embosses, 
rolls and, ejects in filing order Ad- 
dressograph plates. 


> 1116. . .The Chicago Mailing List 
Co. (Chicago) announced its new 
U. S. Mailing Directory which will 
show both the residental and busi- 
ness delivery counts for each of the 
90,189 letter-carrier routes in the 
4,799 city-delivery post offices in the 
country. (For details see separate 
story below.) 44 


Chicago Firm Publishes 
New Mailing Directory 


A new directory to help advertisers 
and mailers take full advantage of 
the revised postal ruling eliminating 
the need for city addresses on third- 
class mail has been announced by 
Chicago Mailing List Co. (Chicago). 

Called “The United States Mailing 
Directory,” it will show both the 
residential and business delivery 
counts for each of the 90,189 letter- 
carrier routes in the 4,799 city- 
delivery post offices in the country. 
The first volume will be out Oct. 31 
and will carry a subscription price 
of $47. 

The second volume, out Feb. 15, 
will bring all Volume One counts up 
to date plus listing counts for newly 
established routes and city-delivery 
post offices. An added feature of Vol- 
ume Two will be an economic break- 
down of each letter-carrier route in 
the 50 largest U.S. cities. Based on 
Census Bureau data, this section will 
show the percentage of white fami- 
lies, percentage of home owners, 
average monthly rental, and average 
home value for each route. Subscrib- 
ers will pay $98 for Volume Two, 


but may return Volume One for full 
credit against this price. 

The post office ruled on Aug. 25 
that third-class mailers could ad- 
dress mail “Patron (or householder), 
Local” for delivery on letter-carrier 
routes in carrier-delivery post offices. 
A Sept. 15 ruling stated that mailers 
could cover only residence or busi- 
nesses on any route, if desired. The 
department also specified that de- 
livery would be made to each patron 
in multiple housing buildings even 
though delivery for all occupants is 
made at one place in the building. 

The Chicago Mailing List Co. has 
a four-page folder giving complete 
information on its new directories, 
including illustrations of specimens. 


For your copy circle No. 1116 on the 
Reader s Service Card inside back cover 


Secret Message Cards 
Show Up in Brochure 


“Secret message” post cards for 
direct mail campaigns are described 
in a folder put out by Weck Process 
Co. (New York). The folder includes 
three samples of the cards and a 
price list. The post cards contain in- 
visible printing. The recipient is 
encouraged to dip the card into wa- 
ter and read the message which 
then appears. The cards may be 
ordered in stock colors of blue, green 
and tan. 


For your copy circle No. 1117 on the 
Reader's Service Card inside back cover 


New Collator Model 
Produced by Thomas 


A new Thomas Tandem Collator, 
which will collate 32 pages in two 
groups of 16 pages, is being marketed 
by Thomas Collators Inc. (New 
York). 

Divided into two sections of 16 
bins each, the new collator operates 
on a unique tandem principle. The 
use of adjustable trays allows page 
sizes to vary from 3x82” to 14x17”. 
The 32-page collator collates, assem- 
bles or gathers reproduced lists, bul- 
letins, directives, promotion litera- 
ture and other office papers up to 
speeds as high as 12,000 sheets per 
hour. The tandem model operates 
with two foot pedals in this manner: 

After the papers to be collated are 
placed into bins, the operator de- 
presses one foot pedal. Rubber- 
tipped fingers push out the top sheets 
of each stack of papers and push 
them into the operator’s hands. She 
grasps the protruding sheets, jogs 
and places them in a storage bin. 

Additional information is available 
from the company. 


For your copy circle No. 1118 on the 
Readers Service Card inside back cover 
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Chicago Firm Produces 


Manual for Cafeterias 


The Transparent Package Co. 
(Chicago) has unearthed some an- 
swers to cafeteria managers’ prob- 
lems in a new manual, New Ideas 
for Efficient In-Plant Feeding, and 
in the bargain, has done an excellent 
job for sausage products. 

Practically all employe, hospital 
and school cafeteria managers are 
confronted with the same eternal 
problems—how to provide menus 
that are low in cost, nutritious and 
appetite appealing. Transparent, 
after a great deal of research and 
study of the problems, decided to 
prepare a manual that would contain 
nutrition information, tested recipe 
suggestions, tips on food storage and 
spoilage etc., that would be of serv- 
ice to managers and at the same time 
stress the value of using low-cost, 
easy-to-prepare cold cuts. 


> The manual has a handsome for- 
mat, including liberal use of full- 
color photographs, line drawings and 
charts in two colors. It is plastic 
bound with pockets in the back cov- 
ers which contain 48 recipes using 
cold meats. The recipes are divided 
into four categories—cold sand- 
wiches, salads, entrees, and soups and 
hot sandwiches. Recipes in each ca- 
tegory are packaged in Transpar- 
ent’s plastic sandwich bags. The 
recipes are gauged to serve at least 
24 persons. 

Problems such as how in-plant 
feeding services influence employes; 
why cold cuts are economical; qual- 
ity control factors; portion controls; 
good eating—what it is and what it 
isn’t, and meat’s contribution to the 
diet are covered in detail. 


> Charts explain such subjects as: 
description and processing of popu- 
lar ready-to-use meats and storage 
and spoilage of cold cuts. A special 
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merchandising section gives the cafe- 
teria manager pointers on how to 
display his foods. The right dishes 
to use, counter signs and garnishes 
are suggested. The manual offers 
further material to cafeteria man- 
agers on merchandising foods. 

By providing really helpful infor- 
mation and good menu suggestions 
aimed at economy and appeal, Trans- 
parent performs a welcome service. 
Because the facts and recipes are 
concerned with sausage products, 
the company also does an effective 
selling job for products which use 
artificial casings manufactured by 
Transparent. 44 
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Paid in Full . . . This giant hand lettered 
mock invoice, marked ‘Paid in Full, was 
used by Arcadia Metal Products (Los An- 
geles) to dramatize the large volume of 
sales of its steel-framed sliding glass doors 
to a Palo Alto builder, Joseph L. Eichler. 
Mr. Eichler (left), was the first builder of 
single unit residences to use 1,000 Arcadia 
sliding doors. At a special luncheon, Arcadia 
officers presented the giant simulated state- 
ment that indicated the 1,000 unit was a 
gift from the manufacturer, to builder Eichler. 


Loaded Dice Used 
In Mail Campaign 


One of the most unusual methods 
of presenting 12 short sales messages 
has been put to direct mail use by 
the magazine Living For Young 
Homemakers. Admen were sent a 
simple white box with the teaser, 
“a natural every time.” 

Inside they found a pair of 
“loaded” dice. The oversized cubes 
were really “stacked” to throw no- 
thing but sevens—one had nothing 
but threes, the other only fours. 

On each of the faces of the dice, 
special decals carried brief selling 
messages giving statistics on the 
magazine’s audience. The transpar- 
ent decals were printed in black so 
that the red spots on the dice showed 
clearly. 44 


Now... 


Send your Invoices 


FREE 
of 1ST class postage 


POST-PAC INVOICE POCKET 
LABELS carry your invoices free 
of first-class postage—easily 
accessible on the outside of 
the package...saves postage 

. . saves cost and labor of 
addressing a regular shipping 
label... eliminates need of a 
packing slip...enables retailer 
to price merchandise and put 
into stock immediately. Pay- 
ment of invoice is expedited. 


WRITE FOR SAMPLES 


PUST-Pil 
POCKET LABELS 


DIVISION OF GAW-O‘HARA ENVELOPE CO. 
3026 FRANKLIN BLVD. 
CHICAGO 12, ILL. 
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TABLOIDS - DIRECT MAIL PIECES 
IT FAST and RIGHT AT 


Shopping News Press 


5309 HAMILTON AVE. CLEVELAND (4, 0. 
HEnderson 1-4444 Teletype CY-25 


CIRCULARS 


Black and White or Colors 


SAVE TIME ° MONEY 


Long Run Dealer Helps in Color 
On Newsprint Are Our Specialty 
Write for Samples! 


MAT SERVICE 


DIRECT PRESSURE 


FROM YOUR ENGRAVINGS OR ELECTROS 
RET Ct) ec ee 


A ise Uta Tits 
LARGE QUANTITIES — FAST SERVICE! 
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We will convert any 
quantity of your direct 
mail literature—100 copies 
or more—into hard cover 
books that will do a per- 
manent selling job for 
you—because NO HARD 
COVER BOOK IS EVER 
THROWN AWAY! Send 
for your free copy of “The 
Challenge to your Waste- 
paper Basket.” 


Call Ca 6-3415 
PUBLISHERS 


BOOK BINDERY, INC. 
148 LAFAYETTE ST. NEW YORK 13, N. Y. 


MAIL INSERTING LOW as $1.20 M 
SUT el 
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Bushels of 
Statistics 


in 
Advertising 
Age 


le you like statistics (and 
most admen and selling men 
have to like them whether or 
no), you'll see bushels of them in 
every issue of Advertising Age, 
The National Newspaper of Mar- 
keting. Weekly department store 
sales, Federal Reserve data city 
by city, A. C. Nielsen reports, 
national magazine monthly lin- 
age reports, Bureau of Census 
population shifts, TV and AM 
audience ratings, and so on ad 
infinitum. If it’s a statistic and 
it’s worth knowing, you'll find 
it in AA. 


* 


One full year of AA—52 issues 
—only $3.00—-SUBSCRIBE NOW 


Advertising Age 


200 E. Illinois St. * Chicago 11, III. 


$750 Fold 


How a Simple Change 
Cut Big Postage Bill 


By Fred B. Hohenhorst, Jr. 
The Creamery Package 
Manufacturing Co. 
Chicago 


This is not a story calculated to 
keep you in suspense but on the 
other hand it is a factual story on 
how to save money and stretch your 
advertising budget. 

We decided to make up a direct 
mail broadside on one of our newer 
pieces of equipment which we in- 
tended to mail third class to a se- 
lected list of consumers. The usual 
meeting of the minds took place be- 
tween our agency account execu- 
tives, their production department 
and of course our advertising and 
sales departments. 

We spent hours on all of the rami- 
fications of production. 

We spent days obtaining bids on 
the printing job. 

Finally we went to press... 


> As soon as finished copies could 
be delivered to our mailing source 
they started to mail them when 
B-l-a-o-0-e-y, they, that is the mail- 
ing source, told us, “You can’t mail 
this piece for 144¢.” 

The reason was that postal regula- 
tions for third class permit mailing 
includes a maximum size limitation 
—9x12”. Our “little gem” measured 
93gx1159”. The difference in postage 
on 50,000 copies amounted to $750. 

Mind you, the job was all printed, 
folded and stapled when we found 
out what went wrong .. . fortunately, 
we were able to make one more fold 
and still keep our intriguing corner 
card intriguing . . . and we saved 
the $750. 


> Don’t say it can’t happen to you 
. . . Let’s analyze our own case. 
1. We, ourselves, have been mailing 
direct every month but our size on 
the regular mailings never conflicted 
with the P.O. regulations. 


2. Our agency’s production depart- 
ment has made up innumerable 
broadsides for direct mailing and had 
never had occasion to run into this 
size deal. 


3. Our printers never questioned 
our size because the job fit the stock 
so well and besides we and the agen- 
cy had okayed the job all the way 
through. 

4. Our mailing source ran into it 
only after they got to the post office. 


There’s a moral to all of this and 
it’s simple—just take a dummy of 
your next mailing piece to the Post 
Office and they’ll tell you whether or 
not you can mail it for 1%¢. 44 


Company Adopts Unique 


Format for Portfolio 


If nursery-age and grade-school- 
age children were on the receiving 
end of a portfolio of direct mail re- 
cently produced by Central Mutual 
Insurance Co. (Van Wert, O.) they'd 
recognize the format instantly. For 
this book, employed to merchandise 
the company’s direct mail to its 3,000 
agents, takes the form this year of 
the currently popular combination 
record album and story book. 


The entire year’s promotion plan 
is described on a 10-inch record, ac- 
companying the portfolio, by “Chief,” 
Dalmatian trademark of Central. 
Just as in children’s albums, the rec- 
ord is inside the cover, and excerpts 
of the story (together with direct 
mail exhibits) are on subsequent 
pages. Produced by Allied Record 
Manufacturing Co. (Hollywood) the 
record features the voices of Del 
Sharbutt, Peter Leeds, and Hy Aver- 
back, the latter portraying the role 
of “Chief.” 


> The principal exhibit in the port- 
folio is a six-piece direct mail cam- 
paign consisting of three letters and 
three cartoon booklets. Called the 
general prospect campaign, all six 
pieces are processed completely and 
mailed by the company for its agents. 

Other exhibits in the portfolio in- 
clude a three-piece campaign to Cen- 
tral policyholders; a personalized 
house organ, also processed and 
mailed by Central; a series of spe- 
cial letters for the agents’ letter- 
heads; and a concise handbook on 
insurance agency advertising. 

The portfolio, its contents, and the 
accompanying record were created 
by Howard Swink Advertising 
Agency (Marion, Ohio) under the 
account supervision of Howard 
Swink, president. 44 
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DISPLAY ANIMATION 


Send for fascinating 


FREE CATALOG 


Gale Dorothea Mechanisms 


81-01 Broadway, Elmhurst, L.!., New York 





Typographers 
Peg ene n nan emma 
1 ‘€02 Foreign Language Division 


Typesetting in English 
and over 600 
Languages and Dialects 


WORLD'S FOREMOST FOREIGN- 
LANGUAGE TYPOGRAPHIC SERVICE 


It’s OK. with us 


IF YOUR ADS ARE SET BY OTHERS 


eeeeeeoee But that special one with the “mail 
® order touch” we feel, belongs to us 

for so many reasons that you'll have 

JAY P tosee our FREE samples to know. 
SCeececcccessesesseseeeees 
WALK advertising typography 


11 E. HUBBARD ST., CHICAGO 11,1LL. MO 4-6134 
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Typographer Acclaims AR 







““AR now our sole advertising me- 
dium ... had great response from 


everv ad... thank you for excel- 





lent sales job...” writes Gordon 





LL. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 
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These small space advertisements 
are being read by an audience of 21,000, composed of 
National Advertisers, Advertising Agencies, Regional and 
Local Advertisers and Media Promotion Managers. 

Do you have a service or a product to sell to this 


$3,000,000,000 market? Here are the rates: 


@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
@ CUTS 
@ STEREOS 








@ Quelity 
@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn 





Chicago 


MONARCH 
MATRIX & STEREOTYPE 
Co., INC. 





Art & Photography 


One $5 STRECHTYPE* FREE 


The 8x10" size or $5 credit on more ex- 
pensive photos. STRECHTYPE* saves 
you time and money by reproportion- 
ing complete ads, proofs of type, art 
or photos in one or more colors. Original 
copy of any size to 12 x 16" can be 
Strechtyped* to any other size, i.e., 
2%4x9" can be Strechtyped* to 1%x9" or 
2%x11" or any other size you want. 

This free offer is good for 30 days, 
and celebrates the granting of Patent 
No. 2607268 covering the Strechtype* 
process. 24 hour service. Free circular. 
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HARRY BAIRD CORP., Advertising Typographer 


eR Ca Cura ete Chicago 10, Illinos 


Letter Shops 


“Just ask _ 
for Marie” 


For quick pick-up of your copy, ac- 
curate work, and prompt handling. 
We specialize in the following: 


ADDRESSOGRAPH 
* Multigraphing * Planographing 
* Mimeographing * Addressing 


The Letter Shop 


431 S. Dearborn St. + Chicago, Ill. 
Phone WAbash 2-8655 
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Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 
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Photos—Prints 












GLOSSY PRINTS MAJOR 

nate PHOTO CO. 
100 8.50 1210 N. CLARK ST. 
eid CHICAGO 10, ILL. 


Michigan 2-5651 










Write now for your FREE sample ‘'Clip 
Book of Ready-to-Use Art'’ and new Hand 
Lettering on Acetate $10 


Also details on 
Cuts € ) 


kit of stock art free! Cu past 


and costs in half. No obligation. Send for 
+ 


Visit Booth 12, Adv. Essentials Show, N. Y. 


HARRY VOLK JR. ART STUDIO 
800 Central Building, Atlantic City, N. J. 
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Mailing Lists 


Remember 


WM. F. RUPERT 


Cempiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 









Personalized Incentives 


GIVE A-WAYS 


For unusual gifts try 
Original Oils on Satin 
size 11x14 inches, 
ready to frame. 
$2.50 per painting 






La FORET STUDIO 
Islip Terrace, N. ¥ 
Samples on request 






12 times 6 times 1 time 
$54 357 $60 
36 38 40 
18 19 20 


Send your copy and instructions to start with the Decem 


ber issue today. Forms close November 1st. 
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Chicago Engravers 

Chicago Offset Printing Company 

Collins, Miller & Hutchings, Inc 

Copeland Displays, Inc................ 
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Coming Conventions 
OCTOBER 


26-29 Engineering Conference, Techni- 
cal Assn of Pulp & Paper Ind. 
—Mt. Royal Hotel—Montreal 


NOVEMBER 


1-4 Screen Process Printing Assn, 
Int’l—Hotel Statler—New York 


5-7 Southern Newspaper Publishers 
Assn—annual meeting—Boca 
Raton Hotel—Boca Raton, Fla. 


Nat’l Newspaper Promotion Assn., 
Midwest Convention—Edgewa- 
ter Beach Hotel—Chicago 


Advertising Essentials Show — 
Hotel Biltmore—New York, 
MN. ¥. 


Public Relations Society of Amer- 
ica, Sixth Annual Conference— 
Sheraton-Cadillac Hotel — New 
York 


30-Dec.2 Int'l Assn. of Fairs & Expositions 
—Hotel Sherman—Chicago 


DECEMBER 


Nat’l Assn of Exhibit Managers— 
annual meeting—Conrad Hilton 
—Chicago 


Nat’! Assn of Exhibit Managers 
annual meeting—Chicago 


Nat’l Assn of Display Industries— 
Winter meeting — Hotel New 
Yorker—New York City 


American Marketing Assn., Win- 
ter Conference—Mayfiower Ho- 
tel—Washington, D.C 


JANUARY, 1954 


American Management Assn — 
marketing conference — Hotel 
Roosevelt—New York City 


APRIL, 1954 


5-8 American Management Assn — 
Packaging Conference — Audi- 
torium—Atlantic City, N. J 


and youll 
you 
JUMP 
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“To avoid any charges of false advertis- 
ing, | wired the metal grate to an electric 
generator.”’ 


Advertising Requirements 





1101 /Circle on Readers’ Service card 
Why You Should Use Publicity Mat Re- 


leases 
. .. informative folder on publicity mat re- 
leases, (Page 37) 


1102/Circle on Readers’ Service card 

g Without Stencil Cutting 
. .. details on the Roneotronic process of 
cutting mimeograph stencils. (Page 86) 


1103/Circle on Readers’ Service card 
Special Stencil-cutting Typewriter 

. details on an electric typewriter 
equipped with special attachment for cut- 
ting Elliott address stencils. (Page 86) 


1104/Circle on Readers’ Service card 
Unique Self-Mailer 

. . details and samples of self-mailer 
with built-in reply card. (Page 86) 


1108 /Circle on Readers’ Service card 
Three New Envelopes 

. . . details on Tension Envelope Corp.'s 
new direct mail envelopes. (Page 86) 


1106 /Circle on Readers’ Service card 
“Wicker-Weave” Envelopes 

. . . details on new embossed envelope 
available in variety of colors. (Page 86) 


1107/Circle on Readers’ Service card 
Gadget Letters 

. . . details on clever mailing pieces with 
attention-getters. (Page 88) 


1108 /Circle on Readers’ Service card 
Special Coated Papers 
. .. details on two-tone coated papers. 


(Page 86) 


1109 /Circle on Readers’ Service card 
Alpha Pulp Papers 

. samples of special paper stock made 
from alpha pulp. (Page 86) 


1110/Circle on Readers’ Service card 
Auto-typist 

. - - details on automatic typewriter that 
permits selection of various paragraphs 
from a pre-typed roll. (Page 86) 


1111/Circle on Readers’ Service card 
Unusual Calling Card 

. - details on accordion-folded calling 
card. (Page 86) 


1112/Circle on Readers’ Service card 
Impact For Your Direct-Mail Advertising 
. . . folders tell how book matches can do 
a direct mail advertising job. (Page 86) 


1113/Circle on Readers’ Service card 
Special Advertising Envelopes 

. .. details on envelopes with special ad- 
vertising messages. (Page 86) 


1114/Circle on Readers’ Service card 
Stenafax Electronic Stencil Cutter 

. .. handy brochure telling facts on Stena- 
fax stencil preparation. (Page 88) 


1118/Circle on Readers’ Service card 
Simplified Business Methods 

. . . details on new Addressograph-Multi- 
graph models. (Page 88) 


1116/Circle on Readers’ Service card 
New U. S. Mailing Directory 

. - » folder describing directory showing 
both residential and business delivery 
counts. (Page 88) 
— 
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1117/Circle on Readers’ Service card 
The Secret Message Post Card 
. . . folder includes samples of secret mes- 
sage cards along with price lists. 

(Page 88) 


1118/Circle on Readers’ Service card 
Thomas Tandem Collator 

.. . details of new collator using tandem 
principle. (Page 88) 


1119/Circle on Readers’ Service card 
Price Folder 
. .» Major Photo Co. offers folder of prices 
for photographs and print orders. 

(Page 26) 


1120/Circle on Readers’ Service card 
Precision Cutters 

. .. details on precision cutters available 
from Laukhuff Mfg. Corp. (Page 26) 


1121 /Circle on Readers’ Service card 
Hexagonal Dispenser 

. details on new rubber-cement dis- 
penser. (Page 26) 


1122/Circle on Readers’ Service card 
Label Dispensers 

. .. details on new lightweight dispenser 
for pressure-sensitive labels. (Page 46) 
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1123/Circle on Readers’ Service card 
This Step Could Step Up Your Sales 
. . » folder illustrates examples of adver- 


tisers’ uses of rubber mats. 


(Page 46) 


1124/Circle on Readers’ Service card 
Topflight Glas-Stix 
. . . four-page leaflet showing details on 
pressure-sensitive adhesive signs. 

(Page 47) 


1128 /Circle on Readers’ Service card 
Venus typeface 

. . . specimen sheets of Venus tyepface 
available from Bauer Alphabets. 


(Page 51) 


1126 /Circle on Readers’ Service card 
Type Designs, Hand Lettering Styles 

... two catalogs and folder describe photo 
composing machine for typography and 
hand-lettering. (Page 51) 


1127/Circle on Readers’ Service card 
Point-of-Purchase Advertising 

. . attractive booklet of display ideas. 

(Page 55) 

1128/Circle on Readers’ Service card 
Your Dealers, Too .. . Prefer Point-Of- 
Purchase Advertising! 
. . - brochure containing illustrations of 
counter displays. (Page 55) 
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1129/Circle on Readers’ Service card 
New Lightweight. Unbreakable Display 
Foods 

. illustrated folder of artificial food items 
for display purposes. (Page 56) 


1130/Circle on Readers’ Service card 
Ceil-Stick 

. . . details on new adhesive product de 
signed to hold mobiles and other suspend- 
ed displays. (Page 58) 


1131 /Circle on Readers’ Service card 
The Little Guy With The Big Voice Gets 
Results! 

. six-page leaflet explains miniature 
tape recorder. (Page 58) 


1132/Circle on Readers’ Service card 
The Celebrity . . . The Hi-Fi 

. . details on two new tape recorders 
featuring new electro-magnetic control 
systems. (Page 61) 


1133/Circle on Readers’ Service card 
New & Intriguing Idea In Personalized 
Advertising 

. . » handy leaflet describes new use of 


1134/Circle on Readers’ Service card 
]-Dapter Spout 

. samples and details of advertising 
specialty-premium. (Page 75) 


1135/Circle on Readers’ Service card 

Private Brand Aerosol Shave Cream 

... details on personalized shave cream. 
(Page 75) 


1136/ Circle on Readers’ Service card 
Double Utility Map Calendars 

. . catalog listing complete line of special 
map calendars. (Page 76) 


1137/Circle on Readers’ Service card 
Unusual Charm Bracelet 

... details on novelty item to mark anni- 
versary occasions. (Page 76) 


1138/Circle on Readers’ Service card 
The Incentive Story 

. . - booklet containing all phases of in- 
centive planning for sales executives. 


(Page 77) 


1139/Circle on Readers’ Service card 
ExecuTies 


... leaflet showing ties available with ad- 


personalized advertising. 
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1140/Circle on Readers’ Service card 
Low-Cost Wallet 

... samples and details of low cost wallet 
used as specialty item. (Page 77) 


1141 /Circle on Readers’ Service card 
For Gifts ... Awards ... Premiums 

. . « handy catalog of windproof lighters 
suitable for engraving and applications of 
designs and emblems. (Page 78) 


1142/Circle on Readers’ Service card 
Monthly Diaries 

. .. details and samples of handy booklets 
for writing business messages. (Page 78) 


1143/Circle on Readers’ Service card 
Diamonds Are A Girl's Best Friend 

. .. gift catalog listing premiums available 
from Tucker-Lowenthal. (Page 78) 


1144/Circle on Readers’ Service card 
Meet Sylvania Cellophane 

. .. leaflet tells history, manufacture and 
packaging functions of cellophone. 


(Page 82) 


1145/Circle on Readers’ Service card 
How To Merchandise With Corrugated 
Boxes 

. informative booklet tells what to con- 
sider in planning a merchandising pack- 
age. (Page 82) 


1146/Circle on Readers’ Service card 
Packaging Manual 

. Manual tells how cellulose acetate 
packages are made. (Page 82) 


1147/Circle on Readers’ Service card 
A Complete Study of Prepackaging of 
Produce in Polyethylene Bags 

. . attractive brochure giving comparison 
of variety of plastic packaging films. 


(Page 82) 


1148/Circle on Readers’ Service card 
Swatch Books 

. details and samples of glassine, 
greaseproof and specialty papers. 


(Page 29) 


1149/Circle on Readers’ Service card 
The Photogelatine Process 

.. . handy booklet giving full description 
of screenless printing process. (Page 66) 


1150/Circle on Readers’ Service card 
How To Prepare Your Copy For Black and 
White Offset Printing 

. . . 24-page booklet illustrates basics in 
preparation of copy for black and white 
offset printing. (Page 69) 


1151/Circle on Readers’ Service card 
Plastics 

. . . handsome booklet gives variety of 
information on printing and fabrication of 
Vinylite plastic. (Page 70) 


1152/Circle on Readers’ Service card 
Catalog and Advertising Covers for Bet- 
ter Sales Promotion 

. . . 30-page catalog telling how to select 
and order loose leaf binders. (Page 70) 
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By! 
SALES TOOL 


shows 18 pictures 
rapidly e uses any 
style stereo slide e 
slides are easily, 
quickly changed e 
portable e lightweight 


If you use stereo 

slides you can use 
this new sales tool. 
Duplicate slides are 


inexpensive. 


18-SLIDE STEREO VIEWER 


uses by 


To show product Salesmen 

Manufacturing On retail sales counters 
processes In reception areas 

Installations Showrooms 


Scenic views Exhibits 


write now for complete information and quantity prices 


’ 
( eneral exhibits and displays ine. 


® 2100 N. RACINE AVE. CHICAGO 14, ILL. PHONE EASTGATE 7-0100 





Ps 


more color — more se 


Labels— folders — brochures—catalogs— maps 

car cards—calendars—every form of sales printi: 
gets a dramatic boost in “selling sock” with 

ciously added color. 

And if you ask, “Can we afford multi-color?’’, t 
is: ‘*Yes—if you use reasonably large quantitie 
printing; and if you put your jobs on INLAN 
modern litho presses (especially in combinatic 





Those big presses—and INLAND’s skill— 
turn out some of the most beautiful multi- 
color lithographing you ever saw (we'd be 
proud to send you some 

examples). Why not call 

us in to discuss your pos- 

sibilities? You'll like the 

way we work! 


STAND-ouT “(9% 
SALES PRINTING Co 


Bre 


MAG 


INLAND 


328 So. Jefferso 


— charts— 
ng, in fact, 


each judi- 


he answer 
s of sales 
D’s huge, 


m runs).”’ 


ITHOGRAPH COMPANY 


St., Chicago 6 * RAndolph 6-3256 





